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Judicious Advertising 
=—— Space Free—— 








Judicious Advertising will publish six full-page advertisements of 
any Indianapolis newspaper proving that the INDIANAPOLIS STAR 
does not cover Indiana from ‘‘ border to border’’ more thoroughly 
than Indiana is covered by any other newspaper, and the INDIANA- 
POLIS STAR will pay $50.00 for each insertion. 


The Conditions are Easy—Read Them. 
First. Judicious Advertising will conduct the investigation. 


Second. The investigation will cover a period of two months, 
ending April 30, 1904. 

Third. The successful contestant must prove as great a daily 
average net paid circulation (all returns deducted) for 
the above-mentioned period as the INDIANAPOLIS STAR. 


Fourth. Judicious Advertising’s representative shall have access 
to the circulation records of all parties concerned, 
including the INDIANAPOLIS STAR. 


Fifth. One-half of the expense of the investigation shall be 
borne by the INDIANAPOLIS STAR, and the contesting 
paper, or papers, shall bear the other half. 

Sixth, —_All newspapers desiring to enter into this contest must 
notify the Editor of Judicious Advertising of such in- 
tention within ten days from date of this issue of 
PRINTERS’ INK. 

The net paid daily average circulation of the INDIANAPOLIS 
Star for the month of April, all returns deducted, was 76,953. 
This is 4,303 larger than claimed by the INDIANAPOLIS NEws for 
the same period. 


C. J. BILLSON, Representative Foreign Advertising 
Tribune Building, NEW YORK--CHICAGO 
Home Office: 68 Monument Place, Indianapolis, Ind. 
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Thomas W. Lawson 


of Boston and 


~ flall Caine 


~ *<' of the Isle of Man 


N the July number of EVERYBODY’S MAGAZINE there 

will commence two features which will make it the 

most talked-about magazine in the world. The title of 
Mr. Lawson’s articles is ««FRENZIED FINANCE,” 


The Story 
of Amalgamated Copper 


THOMAS W. LAWSON, in beginning his articles, states: “My motives 
for writing the Story of Amalgamated are manifold: I have unwittingly been 
made the instrument by which thousands upon thousands of investors in 
America and Europe have been plundered. I wish them to know my posi- 
tion as to the past, that they may acquit me of intentional wrong -doing; 
as to the present, that they may know that I am doing all in my power to 
right the wrongs that have been committed; and as to the future, that 
they may see how I propose to compel restitution.” 


HALL CAINE, in his new story, entitled “ The Prodigal Son,” presents a 
great elemental tragedy, wrought out with real force and pathos, and the 
book will create a great sensation. To commence the publication of a 
$10,000 serial story in July is a bold departure from all precedents, but the 
sheer greatness of the book justifies the experiment. 


Gi 
gazine 


Gained 100,000 copies in twelve months and is keeping its 
quarter of a million circulation on merit. Nocut-rates or 
premiums to get circulation. No patent medicine or objec- 
tionable advertising. The only general magazine which 
has an advertiser’s contents for the benefit of its readers. 


THE RIDGWAY-THAYER COMPANY, PuBLISHERS, 
UNION SQUARE, NEW YORK, 
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A JOURNAL FOR ADVERTISERS. 
ENTERED AS SECOND-CLASS MATTER AT THE NEW YorRK, N. Y., Post OFFICE, JUNE 29, 1893. 
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“UNLIKE ANY OTHER 
PAPER.” 


One hot day in 1862 a Quaker 
lad was binding oats on a farm in 
Montgomery County, Pennsylva- 
e nia. A shower threatened. The 
oat-field lay back of the wood- 
lot. The sun beat: down vertically. 
f The oats were full of briers. 


NEW YORK, June 8, 1904. 


became more and moré convinced 
that there wasn’t such a thunderin’ 
sight of fun in farming. The first 
harvester and binder were at least 
twenty-five years ahead in history. 
If the farm boy had been six feet 
tall and forty inches around the 
chest he might have made easy 
work of the oats. But he was 
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be- Ha tee 
used to ‘HIGH FARMING AT ELNWOOD™ 
— = BY JACOB BILCLE 





Before 
Yn the midst of baying. There is something 
about that work Uiat we at Elmwood enjoy. 
Of course, there comes with haying @ good 





anuther month rolls by we will be t 





Anybody who has bound oats, 
of a sunny afternoon, before 
a shower, near the undergrowth of 
a wood-lot knows that a wood- 
lot under those conditions is just 
one of Nature’s hothouses. He 
sees how she forces undergrowth. 

It was hotter than the hinges of 
hades, and there wasn’t a breath of 
air going, and as the lad worked he 











neither tall nor overstout. By 
thinking hard on the subject he 
half concluded that mental work 
was his natural forte, not brawn, 
and when the oats were all set up 
this half opinion had become a 
definite conclusion. 

On his way back to the house he 
struck into the garden, where his 
father was hoeing. 
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“Father, will thee lend me five 
hundred dollars?” 

The hoe stopped slowly at the 
end of a row, and the elder looked 
off at the wood-lot for fully a min- 
ute as though he had not heard the 
question. It was a fearfully long 
minute to the boy. 

“What will thee do with so much 
money, Wilmer?” 

“Well, I’ve been thinking a long 
while about it, and I don’t believe 
that farm work is what I can do 
best. The weekly paper over at 
Norristown is for sale, and the 
price is one thousand dollars, I 
want to be a newspaper publisher.” 

The lad’s father again looked off 
toward the wood-lot, and the lad 
watched him anxiously. He had 
expected a refusal, and thought he 
saw it in his father’s face. When 
the latter consented, therefore, the 
boy was so taken aback that he 
had no reply. to make, but walked 
off to the house as reflectively as 
though his fears had been realized 
instead of his hopes. 

Next week at the head of the 
editorials in the Weekly Republi- 
can, of Norristown, Pa., appeared 
the name of new publishers—At- 
kinson & Jenkins. It stayed there 
two years, during which the senior 
publisher was also typesetter, ad- 
vertising manager, circulation man 
and motive power for the Wash- 
ington hand-press. The junior 
publisher was Howard M. Jenkins, 
also a farm boy who afterwards 
became a well-known literary man. 
Then the firm separated and young 
Wilmer Atkinson departed for the 
larger field of Philadelphia, where 
he ran an advertising agency. He 
did not run it far. however. Pres- 
ently the Quaker boy was looking 
around for a new field. In all the 
State of Delaware there had never 
been a daily newspaper. So the 
firm of Atkinson & Jenkins was re- 
organized and established in Wil- 
mington the Daily Commercial, 
which was the only daily in that 
field for more than five years. Then 
competitors appeared, and there 
was rivalry enough to make things 
decidedly interesting for every- 
body. After several years of the 
contest it was plain that Wilming- 
ton had too many dailies, so there 


was a consolidation. The Daily 
Commercial was absorbed by a 
rival, and is still a part of the title 
of the Wilmington Every Evening. 
Wilmer Atkinson, with his farm 
training and fifteen years’ experi- 
ence in printing, publishing, writ- 
ing and advertising, then returned 
to Philadelphia and founded the 
Farm Journal. 

The first issue appeared in 
March, 1877. The — subscription 
price was twenty-five cents a year, 
and the publisher canvassed coun- 
ty fairs in person for subscribers 
the following fall. There were not 
many agricultural papers in those 
days. The cheapest sold for four 
times the price of the newcomer. 
The first number had twelve pages 
a.d an edition of 25,000 was print- 
ed. Only a local circulation was 
sought. John Wanamaker, just 
starting his Philadelphia depart- 
ment store, was one of the first ad- 
vertisers. From the outset the 
Farm Journal had a definite policy. 
All its predecessors dealt with 
live stock, poultry and crops. The 
Farm Journal treated these pro- 
ducts, too, but more than any- 
thing else it dealt with the human 
animals on the farm. Another 
plank in its platform prohibited 
soliciting of advertisements. His 
experience as a solicitor in Wil- 
mington had made the publisher so 
sick of that detail that he resolved 
that he would never ask any one for 
business direct, and though in the 
twenty-seven years since then the 
Farm Journal has always been kept 
prominently before advertisers by 
means of trade journal publicity 
and clever literature, it has never 
employed a solicitor. Quack medi- 
cine advertising was omitted from 
its columns at the beginning, as 
well as questionable announce- 
ments of every sort, and in 1880 
appeared over its editorials a “fair 
play” notice informing subscribers 
that losses incurred through dis- 
honest advertisers would be made 
good by the publisher. 

“PRINTERS INK stated some 
weeks ago that the American Ag- 
riculturist was first to adopt this 
policy,” said Mr. Atkinson recent- 
ly. “While I wish to take no 
credit from Orange Judd, who was 
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a source of inspiration to me, I 
think it would be difficult to 


show in the early files of his jour- 
nal a notice so sweeping as ours. 
For ten years the Farm Journal 


culation was not so rapid at the 
start, but when we got a subscrib- 
er he stayed on the lists until he 
died, and then his children took 
his place. It often required sever- 





Mr. WILMER ATKINSON. 


was, with perhaps the exception of 
the Ladies’ Home Journal, the only 
publication to print such an agree- 
ment. 

“The growth in the paper’s cir- 


al copies for the children. In no 
year have more names been dropped 
than came in. I have always been 
careful to maintain the original 
dress and form of the Farm Jour- 
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nal. You don’t want the face of 
your friend to change, and the 
same principle holds good with a 
publication. Young folks read the 
paper as children, grow up and 
marry and .go away. Some day 
they run across the Farm Journal 
again, and there js the face of the 
friend they knew in childhood.” 

The Farm Journal has always 
been a reflection of the personality 
of homely, honest Friend Atkinson. 
From the beginning he has been 
chief editor. Articles have been 
boiled down to paragraphs, para- 
graphs to aphorisms, and all have 
had the tang of the soil. The 
readers of the Farm Journal have 
long been known as “Our Folks.” 
The “How not to do it” of farming 
is embodied in a comical character 
known as “Old Peter Tumble- 
down,” whose barn leaks, whose 
stock is lean and ill cared for, 
whose hens steal their nests and 
who spends enough money for 
whiskey and tobacco every year to 
buy his wife a real silk dress and 
send his children to college. For 
twenty-five years “Jacob Biggle” 
has taught right farming to the 
men in its columns, and “Aunt 
Harriet” has given thrifty counsel 
to the farm women. Enough good 
poetry from the masters of English 
literature has been printed between 
articles to make up a large com- 
pendium, and the shrewd common- 
sense and practicality, coupled with 
its genuine individuality, have 
made the Farm Journal a ttue re- 
flection of its motto, “Unlike any 
other paper.” 

In point of circulation the Farm 
Journal so far exceeds any other 
publication in the agricultural field 
that it has no competitors. The 
average issue for 1903, as stated 
in the Roll of Honor, was 544,676, 
and the publisher now has his eye 
upon the million mark as an ideal. 
Quantity, however, is far from be- 
ing the most notable element of 
the little paper’s circulation. The 
agricultural press is peculiarly sec- 
tional. The average farm paper cov- 
ers either a small group of States 
or a certain group of agricultural 
specialties, as dairying or poultry- 
raising. The Farm Journal is 
probably the only agricultural pa- 


per in the world of general scope, 
Its circulation covers every State 
and Territory, as well as Canada 
and foreign countries. Quite a re- 
spectable showing is made by the 
Australian mailing list. This 
widespread growth is due entirely 
to its human élement. Any copy 
of the paper plainly reveals the 
reasons of its success. 

Wilmer Atkinson was born sixty- 
three years ago in Bucks County, 
Pa. All his ancestors on both 
sides were farmers since William 
Penn’s time. In the Farm Jour- 
nal’s offices at 1024 Race street, 
Philadelphia, he not only performs 
most of the editorial work, but is 
also circulation manager. In 1893 
the Wilmer Atkinson Company 
was formed, with his nephew, 
Charles F. Jenkins, as _ secretary 
and treasurer. Mr. Jenkins is ad- 
vertising manager, and responsible 
for the paper’s activity in this di- 
rection. His ability is widely recog- 
nized. In April, the present year, 
Mr. Atkinson’s mainstay in the 
editorial department, B. R. Black, 
died suddenly, and after almost a 
quarter century of his help his 
loss is felt keenly. 

The editorial matter in the 
Farm Journal has always been 
grounded on actual farm condi- 
tions. “We make the paper sea- 
sonable,” says Mr. Atkinson, “and 
follow the cycle of farm work 
month by month. ‘Practical, not 
fancy farming,’ is our motto, and 
readers are given the identical in- 
formation they want at the moment 
they want it. My boyhood experi- 
ence on a farm has been valuable, 
but in the first years of the Farm 
Journal I saw that it was impos- 
sible to be in touch with the human 
side of farming at a city desk. 
To interest agricultural people you 
must be with them in mind and 
heart. It doesn’t do to pretend. 
So I bought a farm, and have since 
spent all my summers there, sur- 
rounded by farm folks. I carried 
this further. Every year I took 
trips through the great Western 
agricultural States, getting ac- 
quainted with farm people and 
farm methods. More than half 
our readers are in the West. Con- 
ditions are radically different there 

(Continued on page 8.) 
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Little Lessons in Publicity.—Lesson 38. 


GEORGE P. ROWELL 


The DM Publisher 
Greatest | PRINTERS’ 


Authority . | INK 
on and 


Newspaper the 
Advertising American 
in the : Newspaper 
World : | Directory 


NS 
Ss _ 
2 
SAYS 

‘*¢ THE WASHINGTON STAR is one of the ten or twelve best papers 
in America. Any man picking the best list of papers for advertising any 
given article, high-priced, low-priced or medium-priced, would place THE 
STAR on that list every time.” 

«THE BALTIMORE NEWS is credited with the largest circulation of 
any newspaper South of Philadelphia. It is the only Baltimore daily that 
furnishes to the American Newspaper Directory a satisfactory statement of 
its actual circulation.” 

‘‘ THE INDIANAPOLIS NEWS covers Indiana from border to bor- 
der more thoroughly than any other newspaper covers any other State in 
the Union. THE NEWS is one of the few papers that has furnished a 
detailed statement of its net circulation from the frst issue to date.” 

‘‘ THE MONTREAL STAR is ‘ Canada’s Greatest Newspaper.’ Itis 
credited in the American Newspaper Directory with a larger circulation than 
any other English daily paper in the Dominion of Canada. Reaches the 
homes of the money earners and spenders.” 

‘“‘THE MINNEAPOLIS JOURNAL { hear highly commended on all 
sides.” (Mr. Rowell and every other advertising authority knows that THE 
JOURNAL is the high-grade paper in Minneapolis; that practically every 
copy “goes home ”—the advertiser’s dividend ground.) Has a larger home 
circulation and carries more advertising than any other daily in the North- 
west. 





f. LEE STARKE, 


Tethene Galiding Manager General Advertising, a 
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from those in the East, and I never 
went away from home that I did 
not learn many new things. Of 
recent years, though, I have been 
compelled to give up these trips, 
Owing to the increase of office 
work here and the conduct of a 
large farm. Until 1899 the paper 
was printed by contract with out- 
side printers, but the steady growth 
in the subscription lists brought a 
condition where this method was 
clearly outgrown. Then we put in 
a perfecting press that prints, folds, 
pastes and trims 40,000 copies 
daily. This press was made the 
basis of a widespread subscription 
campaign, five-year subscriptions 
being sought. In 1880 I stated that 
all the farm papers in the country 
with circulations larger than the 
Farm Journal could be counted on 
the fingers of one hand. Even then 
we had ceased to be a local paper. 
In 1881 we announced our inten- 
tion to get 100,000 subscribers. We 
got them by 1884, and made the 
claim that no other farm publica- 
tion had so many. Our subscrip- 
tion books were opened for ex- 
amination as proof. They have 
never been closed since. In 1885 we 
headed the Farm Journal toward 
the 200,000 mark. This was reach- 
ed in 1891, and then we set the 
million mark for a goal. In 1902 
we won the seventh PRINTERS’ INK 
sugar bowl after a contest among 
the leading agricultural papers 
that was as spirited as any previous 
competitions. The Farm Journal 
never decries its contemporaries, 
never scraps with them, for the 
very good reason that it is not 
jealous of their success, has never 
seen anything to quarrel about. No 
farm paper can get along better 
than I hope it will. There is a 
great deal of wear and tear in 
fights between the brethren, and 
nothing is gained by such contests, 
but oftentimes much injury is done 
to both combatants. 

“The Farm Journal says some- 
thing and then stops. It is cheer- 
ful, wants everybody to have a 
good time, likes a grin better than 
a groan. It hits the nail on the 
head. No quack ads are taken, so 
it is clean and needn't be hid from 
the youngsters. It stands up for 


. 


the rights of farm people and in- 
sists that they must have seats at 
the first table. The low subscrip. 
tion price—seventy-five cents for 
five years—is based on the fact 
that daily papers containing twice 
as much matter are sold in all cities 
for a cent. We can sell just as 
cheaply to the farm folks. No farm 
paper of commanding circulation 
realizes to the publisher over.a 
cent a copy; and why should it? 
The penny paper has the field in 
the towns and cities; why should 
farmers pay more? Many farm 
papers are furnished at less than 
a cent a copy.” 
Jas. H. Coi.ins, 





A COSTLY WAY TO ADVERTISE. 


It never pays for any reason to be so 
anxious to get a job that you’re willing 
to do it without profit. To do one job 
without profit, hoping to make it up on 
the next, is a mistake. I’ve heard some 
put it this way, “Yes, I did the job at 
cost; it'll be a good advertisement.” 
That man’s fooling himself. Make a 
profit out of every job you do. When 
you want advertisement, go to the news- 
papers and buy it. The best advertise- 
ment I found outside of newspapers, 
mailing cards, booklets, etc., is prompt 
attention to business, doing good work, 
but always at a profit. I never forgot 
that it is best to be on the safe side 
when estimating; better to make a profit 
than a loss. There’s no pleasure in 
doing a whole lot of work and being 
the big dealer of your town, unless you 
make. some money.—Bidding for Trade, 
the Robert Graves Co., New York. 

—_+o+—__—_—_ 

PEOPLE interested in paper and print- 
ing ink because they have to buy them, 
will also be interested in the Ambas- 
sador, a quarterly publication issued in 
the interests of the Niagara Paper Mills, 
Lockport, N. Y. 


WANTED 





Back Copies of 
Printers’ Ink 
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res 23 and 24 
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XI. No. 
Nos. 1, 4, 6, 10, 


lland 12 
“ XLVII. No. 3 


Look over your back numbers; fix your 
price and let me know what it is. 


THOMAS BALMER 
Advertising Manager 
The Butterick Publishing Co., Ltd. 
Batterick Building, New York 
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IN PHILADELPHIA 


It is estimated 
there are about 


230,000 Homes. 


THE BULLETIN’S 


circulation 
which during the month of 
April averaged 


182,679 Copies Daily 


reaches each evening a majority of these homes. 
The Bulletin’s circulation figures include only the copies taken and 


paid for. Exchanges, copies used by employes, and all copies damaged, 
or returned as unsold, are omitted from the figures of the stated circulaiion. 


WILLIAM L. McLEAN, Publisher. 








‘In Philadelphia nearly everybody reads The Bulletin.” 
ip Ly every - 
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LONG DISTANCE AD-WRIT- 
ING 


How anyone can produce suc- 
cessful advertising matter for an 
advertiser living in another city 
is a problem by which many busi- 
ness men profess themselves baf- 
fled. That this is done, however, 
is an indisputable fact, for a large 
amount of high-class advertising 
is turned out by ad writers who 
have never met their patrons face 
to face, or studied their proposi- 
tions on the spot. 

The secret of the matter lies 
in the co-operation of an experi- 
enced, keen-witted, practical ad- 
vertising man with a merchant 
who is willing to furnish complete 
and definite data about his busi- 
ness. When either party to this 
combination is lacking, long-dis- 
tance advertising is a dismal fail- 
ure. With both working in har- 
mony, the results are signally 
successful. The propositions 
which ad writers doing business 
with distant patrons have placed 
before them are certainly wonder- 
ful. Some business men seem to 
possess a child-like faith in the 
omniscience of the advertising 
man, and supreme confidence in 
his ability to make bricks without 
straw. 

Here is a man in Manitoba, for 
example, who encloses a Chicago 
ad writer a check in payment for 
a series of follow-up letters on a 
brand of tea, giving nothing more 
than its name as data. Of course, 
the ad writer could imagine its 
attributes, and write three letters 
on the subject; but these, of ne- 
cessity, lack the point and force 
they would have possessed had 
the merchant told him whether 
the tea was black or green, cheap 
or expensive, sold in packages or 
bulk. 

Tne merchant who expects good 
results by mail from an ad writer 
should take him into his confi- 
dence, and give him a great deal 
of information that it would not 
be advisable to tell the public. 
The ad writer should have the 
same inside knowledge that an 
attorney demands in conducting a 
lawsuit. He should know: 

1. Just what your proposition is 
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—all the facts about it that can 
be given. 

2. Just whom you want to reach 
—the approximate number of peo. 
ple—their circumstances, habits, 
nationality, etc. 

3. Just what your competitors 
are doing to reach this class. 

4. What mediums (publication 
and otherwise) you want to use— 
how much you are willing to 
spend on circulars, booklets, mail 
ing cards, etc. 

Of course, all this information 
will not need to be given for the 
writing of a single ad, but it cov- 
ers the ground with which the ad 
writer needs to be familiar before 
he is competent to take charge of 
your publicity with intelligence 
and success. 

Many men expect the ad man 
to take all the business burdens 
off their shoulders, instead of get- 
ting into harness with ‘nim, and 
pulling together for. prosperity. 
They think that he is not earning 
his money if they give him ex- 
haustive information that will 
lighten his labors. 

C. E. WALTERS. 


Tue News, a progressive weekly pa- 
per published at Northfield, Vt., is de 
scribed in a booklet that also deals with 
its territory. The News is eligible to 
the Roll of Honor. 


“Warxinc Gear” is a_ characteristic 
sign appearing over hundreds of shoe 
shops in the Philippines, says Shoe and 
Leather Facts, and in* some instances 
the signs read “Human Shoes.” 


WHAT THE AMERICAN NEWSPAPER 
DIRECTORY WANTS. 
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THE LADIES) 
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For Profit 


use 


The Ladies’ World 


There are many advertisers whose business 
we want for THE LApDiEs’ WoRLD and to whom 
our publication will give handsome returns, 

Reputable advertisers who wish to reach 

good buyers are the ones that 
can get space in our columns. 


Goes Our readers understand that 


fakes and snap offers are not 
Into to be found in THE Laptes’ 
Wor tp, therefore they have 


Half a confidence in what they see 


advertised in its pages. The 


Million very fact that we keep our 


columns clean and honest means 
Homes that reputable advertisers get 
good returns from their space 

in THe LapiEs’ WorLD. 
New advertisers will find that THE LADIEs’ 
Wok pb can be made profitable for their adver- 
tising if any medium can. Write for particulars to 


S. H. MOORE & CO., Publishers, 


23-27 City Hall Place, New York. 
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WEEKLY AD CONTEST. 


FIFTEENTH WEEK. 








In response to the weekly ad 
contest sixty-one advertisements 
were received in time for report in 
this issue of Printers’ INK. The 
one here reproduced was deemed 
best of all submitted. It was sent 
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what seem to be good advertise- 
ments. Each week one ad will be 
chosen which is thought to be 
superior to every other submitted 
in the same week. The ad so se- 
lected will be reproduced in Print- 
ERS’ INK, if possible, and the name 
of the sender, together with the 
name and date of the paper in 
which it had insertion, will also be 

























Ask your. 
La grocer for it. 
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Meadow-Gold Butter is made in the world’s cleanest 
treamery, of pure cream from cows fed in the.richest. 
pasture lands of the West. From the pasture to the churn, and 
throughout the whole process of making, only the most appraved 
methods are employed, and every precaution is taken to. ensure and 
maintain, without variation, the highest possible quality. ‘Phat 
the purity and delicacy of flavor thus obtained may be preserved 
under all conditions, every pound of Meadow-Gold Butter is 
sealed in an .airtight, odor-proof package, lined within “and 

sealed without. No charge for the package, 
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in by F. H. Beyer, St. Mary’s, Pa, 
and it appeared in the Pittsburg 
Dispatch, of March 21, 1904 A 
coupon was mailed to Mr. Beyer 
as provided in the conditions 
which govern this contest, viz.: 
Any reader may send in an ad 
which he or she notices in any 
periodical for entry. Reasonable 
care should be exercised to send 


Many pictures and few words is the 
principle of a commendable summer 
booklet from the Hotel Beulah, Lake 
Beulah, Wis. 


stated. A coupon good for a 
year’s subscription to PRINTERS’ 
INK will be sent to the person who 
sends the best ad each week. Ad- 
vertisements coming within the 
sense of this contest should pref- 
erably be announcements of some 
retail business. The sender must 
give his own name and date of the 
paper in which the ad had insertion. 

DIpoLENeE, a dip for sheep and hogs, 
is effectively presented in a handsome 


illustrated booklet from the Marshall Oil 
Co., Marshalltown, Iowa. 















EVERY EVENING NEWSPAPER 


sending the name and full address of its business 
manager will receive by return mail an unusually 
attractive proposition. Only one daily in each 
city will be considered and that the leading even- 
ing daily. Address ARTHUR HOWARD, 

271 Skillman Street, Brooklyn, New York. 





























THE QUALITY STORE OF 
PHILADELPHIA. 


Department store experts say 
that there are probably no large 
firms in the world who sell goods 
of a higher grade than these four: 

Whiteley’s, London. 

B. Altman & Co., New York. 

Strawbridge & Clothier, Philadelphia. 

Marshall Field & Co., Chicago. 

Of these stores the largest is 
Marshall Field & Co.’s, with about 
twenty acres of floor space. Next 
in size comes Strawbridge & Cloth- 
ier’s, with seventeen acres. The 
Philadelphia firm has made note- 
worthy enlargements the past few 
years, one very striking instance 
of growth being furnished by the 
men’s clothing department, which 
has increased business from $100,- 
000 a year to nearly $1,000,000 and 
become an immense separate store 
of itself. 

The Strawbridge & Clothier ad- 
vertising is probably neater in gen- 
eral appearance than that of any 
other departmental house in the 
United States. The Philadelphia 
daily papers favor tasteful display. 
They are well printed, and the ty- 
pography of the big shops in the 
Quaker City is even better than 
that of Chicago, long cited as a 
model. As for the New York de- 
partment store’s typography, no- 
body seems to have a good word 
for it. Hardly any New York 
daily except the Times is decently 
printed, and when Philadelphia or 
Chicago advertising men ask the 
New Yorker for his defense he has 
nothing to say. 

J. W. Morton, Jr., for six years 
advertising manager of Strawbridge 
& Clothier, believes that the gen- 
eral typographical style of a de- 
partment store’s advertising has a 
great deal to do with results. There 
must be an effect so familiar to 
readers that they will never con- 
fuse one store’s advertising with 
another’s. If that style is neat, 
well and good, but even a tasteless 
style steadily followed is better 
than one without distinction. To 


change the general make-up of a 
store’s advertising every few 
weeks, striving after novelty, 


amounts to beginning all over again 





PRINTERS’ INK. 





13 


each time and the loss of cumula- 
tive advertising value. 

“It is a common occurrence for 
people to come in this store and 
ask for things they say were ad- 
vertised in the Strawbridge & 
Clothier page,” he says, “when as 
a matter of fact we never adver- 
tised that particular article at all. 
They have seen it in some other 
ad. The distinctive ad couples the 
thing advertised with the store. 
We use one face of type through- 
out the body of our ads, with two 
or three sizes of display type, all 
the same face. White space is em- 
ployed liberally, and the whole ef- 
fort is for neatness. A new detail 
just introduced is the name of the 
firm on each dash separating the 
different offerings. Illustrations 
are used sparingly, sometimes for 
ornament, sometimes to graphically 
show the article advertised. 

“A quality store stands for high 
prices in the popular mind. When 
it advertises to attract the quality 
clientele it must naturally eschew 
many of the sensational methods 
of the ‘bargain’ store. We _ try 
to overcome the high-price notion. 
This phase of our advertising is 
very interesting to me. I think 
that bargain advertising makes a 
better impression on certain classes 
than bargain prices. Here’s an 
instance that proves it. We hada 
large lot of sofa pillows in a grade 
regularly worth 5oc., but the color 
effects were not quite right and 
we marked them at 25c., yet they 
didn’t go. So we finally sold the 
lot to another store that is known 
for sensational price advertising. 
Two days later they had a special 
sale of sofa pillows at the unpre- 
cedented price of ‘4Ic., reduced 
from $1,’ and people mobbed one 
another to carry them off. I have 
visited ‘bargain’ stores in this city 
during sales when crowds bought 
muslins all day long at the bar- 
gain price of eleven cents a yard, 
when we were selling the same 
fabrics regularly at ten cents. The 
high-price tradition associated with 
a quality store is pretty hard to 
overcome. In lines of goods that 
really have quality, however, the 
high-grade store sells as cheaply 
as the bargain store. The high- 
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price notion is just an illusion. 
Our advertising aims to dispel it. 
Since 1898 the selling space of this 
store has increased about sixty per 
cent, indicating a steadily widening 
clientele. Many of these new cus- 
tomers have been attracted by ad- 
vertising that was meant to kill 
the high-price illusion. That, in 
my opinion, is the keynote of a 
quality store’s advertising to-day. 
It really has the values. Gains may 
be made slowly, but they are sure, 
whereas the bargain store must de- 
pend upon continuous sensation to 
arouse interest. 

“Department store advertising 
in Philadelphia has changed ma- 
terially since the advent of the 
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and Record, daily. By a system 
of varying offerings in each paper 
to trace results we have arrived at 
accurate estimates of the value of 
each paper tous. This system was 
not followed a single week, nor a 
single month, but extended over a 
long period. Since the advent of 
the Bulletin we are getting much 
more dynamic force from each dol- 
lar spent in advertising than we 
were getting four years ago. | 
believe that the Bulletin reaches 
three-fourths of the buying homes 
in Philadelphia. 

“The Strawbridge & Clothier ad- 
vertising is based on sound mer- 
chandising. The advertising de- 
partment of a big store cannot 
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Philadelphia Evening Bulletin. Six 
years ago we had seven morning 
papers here, each reaching its own 
clientele. To cover the whole city 
you had to use all of them. The 
combined circulation was between 
200,000 and 300,000, I should say. 
The combined rate per line was in 
the neighborhood of $1.50. Straw- 
bridge & Clothier were among 
the first to recognize the value 
of the Evening Bulletin, which 
reached a clientele composed of 
the readers of all the morning 
papers. To-day our largest ads 
appear in that paper, and the morn- 
ing ads are condensations of the 
evening offerings. Of the morning 
papers we use the Inquirer, Press 


overcome the weakness in a de- 
partment that has been permitted 
to run down. It only reflects con- 
ditions in the store. You can't 
build up a weak department simply 
by advertising it. In fact, the 
wiser way is to leave it out of the 
ad altogether until lines have been 
reorganized, for advertising would 
simply call attention to its weak- 
ness. 

“The Bulletin carries a great deal 
of s-all retail advertising. This 
does not hurt the big stores, as the 
new and smaller advertisers are 
undoubtedly developing new trade. 
Monday is the great shopping day 
in Philadelphia. That is tradition- 
ally the day for high-class goods— 
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carriage trade. In this city most 
advertisers make a point of start- 
ing the week with their biggest of- 
ferings. A large business on Mon- 
day usually means a quiet Tuesday. 
Wednesday is another fairly good 
day. Thursday is a little slack, 
and Friday is generally the quiet- 
est day of the week. This was 
formerly the case in New York and 
Chicago stores, but in those cities 
Friday has been made the busiest 
day of the week through advertis- 
ing and good values. The condi- 
‘tion has not been changed here. 
Saturday is the best day of the 
week next to Monday—a day for 
shoes, clothing and ready-to-wear 
goods. If there are one or two 
rainy days in the middle of the 
week Saturday is sometimes the 
busiest day, exceeding Monday 
sales. Advertising may be ever so 
effective, but it won’t pull people 
out on bad days. Every rule in 
department store publicity must be 
taken in connection with the 
weather report. 

“Philadelphia stores have been a 
little slow, I think, to appreciate 
the difference between morning and 
evening copy. Until lately most 
Philadelphia firms made a practice 
of printing the morning ad in the 
afternoon papers of the some day. 
Of course, it was measurably stale 
by the time even the earliest after- 
noon editions were in the hands of 
readers, for much of the stock 
might then have been sold. Now, 
however, the evening papers carry 
the offerings for the following day, 
plainly marked ‘To-morrow.’ The 
Philadelphia morning papers have 
a tremendous hold upon certain 
conservative readers. Some time 
after we began to print the largest 
part of our advertising in the 
Evening Bulletin one of these con- 
servatives came to me with a com- 
plaint: ‘I say, Morton, why don’t 
vou print the ad inthe Public 
Ledger? Goodness gracious, by 
the time I get home with the Bul- 
letin my family finds it too late 
to go down town. We want to 
know what’s being sold in the 
morning, man!’ [ then showed 
him that the ad he took home in 
the Bulletin was plainly marked 
‘ To-morrow.’” 





1903 A RECORD YEAR 


FOR THE 


Chicago Record-Herald 


Among Chicago morning news- 
papers the advertising published in 
1903 as compared with 1902 shows 
THE RECORD-HERALD gained 706 
columns 71 lines. The Tribune lost 
860 columns 212 lines. The Examiner 
and Sunday American lost 2,707 col- 
umns gg lines. 

This, notwithstanding THE REC. 
ORD-HERALD refused to publish many 
advertisements accepted by other 
papers, and all the rates of THE REc- 
ORD-HERALD are on its rate card. 
The only morning paper in Chicago 
that dare publish its circulation. 


The average circulation for 
1903 : Sunday, 191,317; 
Daily, 154,218. 

The largest two-cent circulation in 


a United States, morning or even- 
ig: 











Increase Your Sales 
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Silverware 
for Premiums 








Qualities 


Prices 


International Silver Co. 


Factory ‘‘C,”’ 
Bridgeport, Conn. 














16 


ON THE QUESTION OF KEYING. 
New York, May 28, 1904. 
Editor of Printers’ INK: 

I read with considerable interest the 
article in Printers’ Ink of May 25th, 
entitled “New Standpoints on Keying,” 
quoted from Woman’s Herald for Men. 

Being diametrically opposed to the 
logic therein contained, I am constrained 
to reply, feeling full well the responsi- 
bility ior my action; for, if my sur- 
mise be correct, the article in question 
was either written or inspired by one, 
than whom there is no better expert 
on matters of advertising, generally. 
But on this particular question of key- 
ing, I must take exception. 

Let us dissect the article—analyze it— 
and treat the different phases separately. 

In justification of his contention, he 
whom we shall hereinafter term the 
Expert, cites a specific hypothetical case, 
viz: Suppose the advertiser orders “378” 
as an shires number, this number act- 
ing also as a key. The 
serts the number as “373.” It is sup- 
posed, for argument’s sake, that this 
error has resulted in no loss to the 
advertiser whatever, either in orders, or 
ability to tell which publication the 
wrong number referred to. It is con- 
tended by the Expert that the advertiser 
ought not ask for any redress whatever, 
much less a free reinsertion of the 
ad. It is also cited that supposing this 


periodical in- 


error occurred in a $4,000 page ad in 
the Ladies’ Home Journal, would it be 


fair to demand a subsequent insertion 
free because of the innocuous error? 

The nocuity or innocuity of the error 
and the high price of the ad has noth- 
ing to do with the case. The same con- 
ditions should obtain in the case of a 
$4,000 ad as in a $25 one. The prin- 
ciple involved is identical. It is simply 
a question of the proper carrying out of 
a contract agreed upon between the pub- 
lisher- and the advertiser, and if the 
publisher fails to carry out his part to 
the letter, why should the advertiser be 
expected to pay, unless he is willing to 
overlook the error of his own volition? 

When it is considered that advertising 
to-day is done by system, that it is 
aimed to keep account of returns as ac- 
curately as possible, and that the miskey- 
ing of an ad is liable to cause no end 
of trouble and annoyance by throwing 
the advertiser’s calculations all out of 
true, the value of having the key correct 
can be better appreciated. The writer 
believes that the majority of business 
men, in asking for the reinsertion of a 
miskeyed ad, do so, not for the purpose 
of getting something for nothing, but 
to get what was contracted for. ,It 
would be a poor business man who would 
not insist upon that. 

The Expert further states that “‘among 
the man’s arguments for reinsertion is 
usually the statement that altering the 
keying device of the advertisement has 
made it impossible to identify from 
which periodical the replies come.” He 
also states in effect that “when an in- 
uiry is made into the subject it is found 
that utilization of the wrongly printed 
numiber or letter has had no effect on 

number of articles sold, nor made it 
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difficult to identify the periodical from 
which they came, respectively.” 

In answer to the first part of the pre- 
ceding paragraph, no one is better qual- 
ified to say whether or not the error has 
resulted in making it difficult or even 
impossible to clearly identify the period- 
ical in question, than the advertiser him- 
self. And his word is as good as any- 
one’s. As to the latter section of the 
paragraph, I do not see how the said 
inquiry into the man’s business could 
have been made without the advertiser's 
permission, or an order from the court. 
Obviously an advertiser who makes a 
wrong claim will not give his permission 
to the publisher to examine his books. 
However, this is digressing from the 
main question as to whether the con- 
tract was faithfully performed, upon 
which the question of reinsertion hinges, 

“Granted,” says the Expert, “for the 

sake of argument, that the advertiser 
whose key is omitted by error is entitled 
to reinsertion, what right has he to the 
replies, the letters, which come in 
answer to the non-keyed ad? Not pay- 
ing for the announcement, he possesses 
no rights to the results it produces. 
Only the results coming from the sub- 
sequent insertion equitably belong to 
him; the earlier replies belong, in logic, 
to the publisher, who prints the first 
advertisement gratis.” 
_ To show the shallowness of this logic 
it is only necessary to point out the 
fact that the advertiser had no _ part, 
either in the making of the error, or in 
the circulating of the publication; that 
he gave his order in the first instance 
in good faith. The onus of the blame, 
therefore, rests upon him who was re- 
sponsible for the error. The replies, 
etc., which came in response to the non- 
keyed ad belong to the advertiser by 
virtue of their being the result of an 
advertisement ordered in good faith 
which was not printed in accordance with 
the order, and over whose appearance 
the advertiser had no control. Further- 
more, he has the right to whatever re- 
sults might have come from the ad in 
question, because they are intimately 
connected with his own business and no 
one’s else. If he hasn’t the right to 
them, no one has. Here again might 
be asked, ‘‘Was the contract fulfilled, or 
was it not?” Upon the settlement of 
this question pivots the right or wrong 
of the matter. 

Another statement by the Expert is: 
“Frequently, when the keying sign is 
omitted, the very fact of its omission 
enables the apparently wronged adver- 
tiser to key the particular advertisement 
in question, since replies coming in 
answer to it are the only ones that are 
not keyed in some manner.” 

Besides being irrelevant to the ques- 
tion of the advertiser’s rights, there 
remains a considerable element of doubt 
as to the foregoing statement being a 
fact. It is well known that many replies 
to keyed ads have the key omitted by 
the parties answering the ads, so that 
it is impossible in such cases to tell just 
which publication should be credited 
with those particular replies, unless the 
inquirer or customer mentions the pub- 
lication by name, which is also fre- 
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quently neglected. The advertiser is 
then of necessity compelled to exclude 
the non-keyed inquiries from his calcu- 
lations, and place them in a class by 
themselves. It can therefore be seen 
that the fact of the publisher failing to 
print the key is not always 2 blessing in 
disguise, nor is it a sure indication that 
all the non-keyed replies come from his 
particular publication. 

In his article, the Expert admits this 
much: “That in cases where the pub- 
lisher has omitted the key to an ad, 
the advertiser has not received his full 
rights technically, perhaps.” He then 
adds that “it would be a poor specimen 
of humanity that would insist on rein- 
sertion when the omission of the key has 
not altered the situation one bit.” Rather 
a poor opinion of our business men, 
for insisting on receiving their rights! 

The facts of the matter, in the opinion 
of the writer, are these: Business men, 
as a rule, are men of honor. To achieve 
lasting success in almost any. calling, 
honorable dealing is. an essential re- 
quisite. When man deals with man and 
is dishonest, he is scon found out and is 
shunned by his fellows. This is bad for 
his credit and his reputation, which are 
both valuable business assets. 

Again, the successful business man has 
a system. Everything is done by method 
—by rule. The cogs of every wheel fit 
well one within the other, figuratively 
speaking, so that his organized force 
may work without hitch or friction. In 
the routine of business the business man 
must sometimes appear harsh, to some 
perhaps unreasonable. He is simply en- 
forcing the rules, without fear or favor. 
Should he show leniency here and over- 
look a fault there, either within or with- 
out his establishment, those from whom 
he has a right to expect the faithful per- 
formance of certain duties, might soon 
lose respect for their responsibilities. 
His sole purpose in introducing system, 
in maintaining discipline, in enforcing 
the rules, in holding to strict account any 
one who has a duty to perform, in bein 
a stickler for detail, in looking bese | 
the immediate hardship that might be 
entailed upon an unintentional wrong- 
doer, is his desire to keep abreast of his 
competitors, for the upbuilding of his 
business, for the prompt and well 
serving of his clientele—a most com- 
mendable desire, it must be admitted. 

Is it any wonder then, that the ad- 
vertiser, who’ spends so much for the 
commodity, should insist upon getting 
that for which he has contracted? I am 
quite sure that if the writer in Woman’s 

erald for Men will give the matter 
due thought, he will admit that he who 
purchases the best services of any one, 
has the right to insist upon getting those 
best services down to every little de- 
tail, even at the risk of appearing harsh 
or unreasonable. Yours truly, 

I. G. FiscHer. 

719 East r4oth St. 

— +o 

Tue economy of shoe trees is clearly 
shown in a folder from the Eskro Mfg. 
Co., Brockton, Mass. The text is brief, 
and the article is demonstrated with 
ictures that win attention through their 
uman element, 
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Published at 126 East 23d Street, 
NEW YORK. 


The 
American 
Queen 


Under its new management 
offers more and better service 
for the money than any other 
domestic publication issued in 
this country, 

New features will be added, 
its present departments will be 
brought as near to perfection 
as possible and its aim will be 
to reflect the tastes and char- 
acter of the best types of 
American Homes. 


CIRCULATION: 


300,000 and upward. 


RATE: 
$1.50 PER AGATE LINE. 


After an $800 trial the R. T. 
Booth Company have given 
the following testimonial: 

“Tue AMERICAN QUEEN: 
GENTLEMEN — Nothing we have 
ever advertised the Hyomei Soap in 
has given us so good results as the 
AMERICAN Queen for the money ex- 
pended. Yours sory, truly, 
‘ne R. T. 


T Boots Co.” 
Dictated by J. E. C. 
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DEPARTMENT FOR MANUFACTURERS 
AND WHOLESALERS. 
By Edmund Bartlett, 150 Nassau St., New York. 





The changes in business life are 
almost as relentless as those in 
social life. We constantly hear of 
old “conservative” houses going 
out of business because they can 
no longer make money. Others 
are coming to be known as “back 
numbers” or “dead ones,” because 
they cannot or do not feel disposed 
to offer what younger, more ag- 
gressive, rivals are giving in the 
way of quality, price or service. 

It can readily be seen that these 
changing conditions are to a very 
large extent due to advertising. 

Advertising used to be consider- 
ed only as an instrument for reach- 
ing consumers through newspapers, 
magazines, etc. The high character 
of the advertising done by many 
large manufacturing and wholesale 
houses nowadays in reaching their 
trade was a thing almost wholly 
unknown some years ago. And it 
may be remarked in passing that 
in many respects the conditions 
governing this kind of advertising 
are even more difficult than those 
which govern the reaching of con- 
sumers through newspapers and 
magazines. 

It is an exception indeed to find 
large manufacturing and wholesale 
concerns to-day that are not doing 
some advertising to make the 
house or its brands more widely 
known and thereby facilitate the 
work of the traveling man—or that 
use advertising as a selling force 
in itself. 

The idea that goods can be sold 
on a large scale and the name and 
fame of the house placed upon the 
highest pinnacle entirely through 
the work of salesmen seems to have 
been pretty generallv exploded. 

Back of the active, aggressive 
personal work of the salesmen so 
necessary in almost all lines of 
business must stand the element of 
publicity, which can only be ob- 
tained through good advertising— 
if the goods are to be marketed on 


a quick, wide scale. Word of 
mouth is not in itself sufficient. 

It is the failure of many old- 
time houses to take Into account 
these changing conditions which 
are largely responsible for their 
displacement by younger rivals. 

A certain man of my acquaint- 
ance came to this country twelve 
years ago. He could not speak a 
word of English. The first night 
he slept on a park bench. But he 
was a hustler—a_ methodical 
hustler. He secured various odd 
jobs until he actually rose into the 
position of buyer of a line of dress 
goods in one of the largest houses 
in the country. 

The sale of these goods was 
practically controlled by a few 
large concerns. His Instinct as a 
salesman however, told him that 
a profitable share of this business 
could be secured by a new house 
with moderate capital and hustling 
ability. It was not necessary that 
the goods should be better. If 
they were up to the required stand- 
ard and were strongly pushed, they 
would sell readily enough. 

Following this reasoning he em- 
barked in a business and cut right 
into the trade of the old-established 
houses who considered that they 
had a monopoly on these particular 
goods. Mind you, the goods were 
not better or the prices lower— 
he simply hustled round and did 
more talking. 

He is now getting to the point 
where his business is assuming 
more than local proportions. In 
creating a wider market for his 
goods he realizes that there is a 
limit to personal solicitation. Be- 
sides, it is not feasible for him to 
cover the entire country with sales- 
men, and even where his salesmen 
go, his house is yet so little known 
that the salesmen must go into a 
long-winded argument every time 
they sell a bill of goods. 

He is therefore shrewd enough to 
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see that he must advertise. And 
$0, by means of good advertising he 
is making his brand so thoroughly 
well known that, within a compar- 
atively short time, it will come 
about that when his salesmen ap- 
proach a retail merchant all un- 
necessary argument and explana- 
tion can be cut out and buyer and 
seller can get down to business 
without friction and loss of time. 

His advertising campaign will 
also bring him many direct orders 
from dealers in points not easily 
accessible to his own traveling man 
or to those of his competitors. 

* 


In the course of many long years 
a substantial increase in business 
should come naturally—but the 
modern tendency is to look for 
quicker results. ; 

Excellence in itself will not sell 
goods—at least ina big way. Pub- 
licity or advertising, whichever you 
choose to call it, must be back 
of it all. 

The good old days when the 
buyer blithely hunted up the seller 
have gone forever. 

All of us who sell must now get 
out and seek those who buy. We 
must search out new business and 
hold a tight grip on the old. We 
just keep moving or quit. 

Business development is largely 
a matter of making goods at least 
equal to anybody else’s, and of 
putting up the strongest argument 
about them. 

Few concerns have any real su- 
periority over others in their line— 
yet one or two houses forge ahead 
while others stand still. 

Usually the fault is not in the 
goods, but in the manner of ex- 
ploiting them. 

All of this advertising philoso- 
phy is plain enough to anybody 
who will give the matter five min- 
utes’ thought—yet if you approach 
many manufacturing and wholesale 
houses with the suggestion that 
they supplement their salesmen’s 
work with a campaign of modern 
advertising, they will tell you: 
“When our salesmen cannot sell 
the goods it’s time for us to get 
better men.” 

Which is entirely beside the 
mark, 


BOYD’S 
CITY 
DISPATCH 


Addressing, Mailing, 
Delivery and 
Special List Agency. 
EB J. WILLIAMS, igr. 


(6 Beekman St., New York. 


The oldest, largest and most successful 
agency for circular advertising 
in the world. 


Delivery of circulars, catalogues, 
pamphlets, samples, etc , addressed or 
unaddressed in New York City and 
Brooklyn. 

Addressing of envelopes, wrappers, 
postal cards, etc., wrapping, folding, 
inclosing and mailing Facsimile type 
written letters reproduced Envel 
opes addressed and ietter headings 
filled in by typewriter, 

Our special lists can be procured 
only at this office. We have no agents 
or branches for the sale of lists. 

Boyd's special lists of manufactur 
ers, jobbers, supply houses, retailers, 
professional, residential, financial, 
foreign, local and miscelianeous class- 
ifications, complete and condensed to 
responsible and prominent selections. 

List catalogue sent on application. 

We give below a few representative 
lists, which we are prepared to furnish 
in the form of typewritten copies, 
alphabetically arranged by state, city, 
town and individual or concern, com- 
plete street address where required 
and marked to indicate responsible 
concerns. These lists are forwarded, 
charges paid by us, on receipt of 
amount specified. 


2,5§2 Department Stores, .__. - $7.50 
1,721 Wholesale Notions and Novelties, 7.50 
3,621 Mail Order Houses, Py P 10.00 
3,890 — Goods, 7:50 
3,450 Photo Supplies, a P , 7.50 
2,792 Whol. and Mfg. Confectioners, 7.50 

752 Five and Ten Cent Stores ° 3-50 
2,714 pkg rae — Dealers, 7-50 
2,242 Mill Su ouses, Heise 7-50 

: der and Dynamite Mfrs. 


19! Pp an y 3.00 
129 Slot Machine Mfrs. and Dirs. 2 00 

2,740 Electrical Supplies, Bee cating 7-50 

1,289 Engineers’ and Machinists’ Sup. 5.00 

2,140 Resp. Carriage and Wagon Mfrs, 7.50 
821 Exporters and Export Com. 





5-00 
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DAILY NEWSPAPER INVES- 
TIGATIONS. 


X. 


FALL RIVER, MASS. 

Fall River is the largest cotton mill 
center in the United States, is accorded 
a population of 104,863 by the last cen- 
sus and is situated about 50 miles from 
Boston, 22 miles from Providence, R. L., 
and 13 miles from New Bedford. 

The docks exhibit a busy scene, as 
there are steamers arriving and leaving 
at all times for many ports. Four even- 
ing dailies are published, three English 
and one French. The business manager 
of one pronounced the place “a bum 
newspaper town” and said, “No morning 
paper has ever succeeded in securing 
enough patronage from the local ad- 
vertisers to keep it running.” For a 
newspaper town Fall River is unfortu- 
nately situated. It is too close to Provi- 
dence and too near to Boston and not 
far enough away from New York. From 
all these cities its citizens are able to 
obtain papers they like better and at 
no higher price. 

Taking the newsboys for a start, each 
one interviewed said he sold more Globes 
than any other local paper, with the Her- 
ald second. 

The first citizen I addressed told me 
that the best paper was the Globe, ac- 
cording to circulation, but none of them 
were ever “hawked” on the street. For 
street sales he said the New York Jour- 
nal “thad them all beat by a mile.” 

The man in charge of the City News 
Company said he did not know mee bee 
about the local papers and explaine 
that about twelve years ago some one 
was making a similar investigation and 
he gave all the information wanted, and 
there arose so much trouble over it that 
he swore he would never know any- 
thing any more. 

A newsboy said that in the morning 
the Boston Globe sold best, with the 
Boston Post second. 

A policeman standing on a corner said 
he would not dare give an opinion as to 
which paper is best. 

The next newsboy I talked with said 
he had more calls for the Boston Herald 
than any other paper except the Boston 
Post, of which he was then sold out, 
and said he had sold that morning 48 
Boston Posts, 25 Heralds and 18 Globes. 

On visiting the office of the Fall River 
Herald, the business manager asked if I 
was trying to revive Rowell’s Advertis- 
ing Agency. He said he had made cir- 
culation statements to all the other di- 
rectories, but not to Rowell’s. He had 
never read Parrnters’ Ink. His cir- 
culation average was, he said, about 
6,500. The Directory gives it an “I” 
rating, which means exceeding 1,000 cop- 
ies. The Herald had tried to run a 
morning paper, but it had died through 
lack of advertising. 

On leaving the Herald office the re- 
porter encountered a newsboy with a 
hig hundle of papers, who handed out a 
Providence Journal. I saw an unusually 
large number of Providence Journals in 
evidence, but the newsboys seemed to 


be selling more Boston papers—particy. 
larly the Post. ies i 

Calling on the advertising man of 
one of the largest department stores 
and one of the largest advertisers jn 
the city, he said he had only taken 
charge during the last three months and 
while he found that the News reached 
the better class of people and was a 
first-class medium, he thought the Globe 
reached more people and of the class 
that his store catered to; said that his 
firm uses the same space in each of the 
four papers, about half a page. 

The largest clothing dealers in the cit 
thought the Globe the best paper. It 
brought splendid returns. The L’In. 
dependant was also used with gratifying 
results, reaching practically all the 
French people in town. These people 
also said the News was a good medium, 
but did not reach the class of people 
they catered to and besides was very 
independent; it was the oldest paper and 
was read by the higher classes of people, 

At the office of the French paper, the 
L’ Independant, I was informed that the 
publishers had always made statements 
to Rowell’s Directory and always in- 
tended to do so. Its average issue for 
1903 was 3,401 copies daily. It, like 
all the other Fall River papers, has a 
strictly home circulation, barring about 
300 copies sold in stores and on news- 
stands. The publisher said he knew ex: 
actly where every copy went to except 
these 300. This paper has a mail circu- 
lation of about 600 copies in New Bed- 
ford, 13 miles away, a great many Can- 
adian-French being employed there. It 
is asserted and generally believed that 
this paper goes into nearly every French 
home in Fall River. It carries a fine 
line of foreign advertisng. 

The next clothing store I consulted 
was the Besse-Russell Co., operating 
under the Besse System. The manager 
stated that the Globe was the best ad- 
vertising medium. He thought the 
News too independent and stiff and un- 
willing to accommodate; said the French 
paper was a fine medium, but not as 
good as the Globe. This firm issues 
its own booklet and other printed mat- 
ter, some of which is very fine. 

The advertising manager of the larg- 
est high-grade department store stated 
that he had only taken charge lately; 
his store catered strictly to the higher 
element and these people were only 
reached through the News. He had 
found results very satisfactory. Besides 
the News this firm used the Herald, and 
it was giving good results. They did 
not use the Globe, because there had 
heen some trouble, but he did not know 
what it was, neither did any one alse in 
the store, at least that is what they said. 

One of the leading furniture dealers, 
Frost & Atwood, said that while they 
used all of the local papers he did not 
know which was the best or whether 
they brought any results. 

At the Globe office the reporter was 
received by the business manager, who 
said they had not made a statement for 
some time to Rowell’s Directory, but 
would do so. The Globe has in the 
course of erection a 50x100 5-story fire- 
proof building on the principal street 
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which when completed will compare 
with the finest in the State, and the 
offices, according to the manager, will be 
the best equipped offices in America. A 
g-deck Goss or Hoe 24-page press is 
to be installed in the new building. 
This building is to be ready for occu- 
pancy in October. 

The Globe claims to have more local 
and foreign advertising than any of the 
others, but an examination of the others 
shows that they carry just about as 
much. One local advertiser has been 
with the Globe thirty-four years. ‘ 

John M. Deane’s department store is 
probably the only one which uses the 
News alone. He has done so for forty 
years and would not now think of 
changing. ; 

The News was left till the last and 
it proved to be well that this had been 
so arranged, as the call there developed 
a whole bunch of trouble. As soon as 
introductory remarks were made, a flow 
of language set in from the manager 
that was not at all complimentary to 
Rowell’s American Newspaper Directory. 
It was to the effect that the Directory 
ublished a wrong statement of the 
News’ circulation after a sworn state- 
ment had been sent. The manager was 
simply wild, but after his anger had 
pin | down (and the reporter had re- 
moved his overcoat, as the temperature 
had risen marvelously inside the office) 
he stated that he had a 7,000 daily cir- 
culation and it went to a strictly high- 
grade class of people, and then named 
several advertisers who had been with 
the News for over twenty-five years. 

It is a peculiar feature of the Fall 
River papers that no one of them has 
more want ads than the others. 

An examination of the American 
Newspaper Directory shows that the 
Evening News claimed to have published 


“an average issue of 5,343 copies in the 


year 1897 and that no satisfactory cir- 
culation statement has ever since been 
received from that office, although un- 
satisfactory ones have come in and 
there has been correspondence on the 
subject showing wherein the circulation 
statements were less definite than they 
should be, but the faults were not 
remedied. The Directory accords the 
News a “G” rating, which means an 
average issue exceeding 4,000 copies 
daily. The next higher letter rating 
would be “F,” which means an average 
issue of 7,500 copies, and this it would 
appear the News does not claim. 
he Globe sent in a satisfactory cir- 
culation statement showing an average 
issue of 6,686 in 1901. ince then no 
Satisfactory statement has been re- 
ceived from that office and it is perhaps 
reasonable to suppose that it-does not at 
the present time print quite so many. 
The pages of the Directory show that 
no information about the circulation of 
the Herald has been received since 1901 
and that statement was unsatisfactor 
in that it was not signed, was not dated, 
was not given with: sufficient attention 
to detail and did not specify the time 
supposed to be covered by the report. 
At an earlier date the Directory accords 
two question marks (??) to this paper 
which are explained as follows: 
(??) This sign is mainly applied in cases 
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where a publisher expresses himself as dissat- 
isfied with the rating accorded, but unwilling 
(or at least failing) to convey information that 
will warrant a higher rating. 

It is apparent from what has been 
written that the advertiser who would 
reach all the people of Fall River 
must use all four of the papers and 
that probably the Globe prints most 
copies, the News has a somewhat higher 
grade of circulation, L’Independant goes 
to between three and four thousand in- 
dustrious working people, who are mod- 
erately certain to take no other paper, 
leaving the Herald to be mentioned last. 
It is even more reticent about the num. 
ber of its issues than either the News 
or the Globe. The only Fall River daily 
that is open and aboveboard about its 
circulation is the French paper, L’In- 
dependant. 





DETROIT, MICH. 


Detroit, the metropolis of Michigan, 
has a population near 300,000, the best 
harbor on the Lakes and a ten-mile 
water front. A greater tonnage passes 
through the Detroit River than into 
Liverpool. The city is a manufacturing 
center, making machinery, engines, auto- 
mobiles, stoves, boots and shoes, cars, 
drugs, ships, etc. It should prove a 
profitable field for the general adver- 
tiser. 

Detroit has two morning papers, Free 
Press and Tribune ; three evening papers, 
News, Journal and Times; two German 
dailies, Michigan Volksblatt and Abend 
Post; also the daily Legal News. Be- 
sides these there are the Sunday Free 
Press, Sunday News-Tribune, Sonntags- 
blatt and Sunday Volksblatt. 

At Pardridge & Blackwell’s, one of 
the leading departmental stores, a floor- 
walker said the Free Press was the lead- 
ing morning paper and the News had the 
largest circulation in the evening. An- 
other man in the same store said their 
firm dealt largely in popular priced goods 
and the Times was a paper for that 
class of advertising because it went to 
the members of the labor unions. The 
firm frequently use full pages. in the 
Sunday issues of the Free Press and the 
Sunday News-Tribune and also use space 
in the two German papers. This firm 
probably buys more space in the local 
papers than any other store in Detroit. 

In Hudson's Big Store one floorwalker 
thought the News brought better results 
for weekdays and the Free Press for 
Sundays. hen asked which paper he 
took home at night he said the Journal. 
He said he didn’t know much about the 
Times. 

A clothing salesman in the Traver- 
Bird Co. said the firm advertised in the 
News, Journal and Times. When I ex- 
amined a copy of the Abend-Post I 
noticed they use large space in that pa- 

r also. did not see any in the 

olksblatt. 

Mr. McDonald, of the McDonald 
Clothing Co., thought the News was the 
best for weekdays and the Free Press 
for Sunday. When asked about the 
home quality of the different papers he 
said: vt I take home a Journal I want 
a News, too, to get the rest of the news, 




















but if I have the News I have to read 
but one paper.” He said the Journal 
was all right but the News had more 
reading matter. A floorwalker in the 
same store said he read one paper that 
beat them all—the New York Times. 

he man in charge of the newsstand 
in the M. C. R. R. depot said he sold 
all the papers of Detroit, Chicago and 
New York. After thinking a while he 
“guessed the Free Press was the leading 
paper.” He said the News was the big- 
gest evening paper. 

A newsboy said he sold more Free 
Presses than any other morning paper. 
In the evening he sold about 40 
Newses, 10 Journals, and 6 Timeses. 

At the News office H. S. Scott, busi- 
ness manager, said that Detroit was a 
one-paper city and that the News was 
the paper. e said the News had a 
circulation of 115,000 and that no other 
paper in the city touched that figure 
within 50,000. The News carried twice 
the advertising of any other Detroit pa- 

r, and charged twice the rates for it. 

e News appears to get the bulk of the 
want ads among the evening papers, 
having from three to four columns more 
than its closest competitor. The News 
sells on the street for one cent and is 
delivered to homes for six cents a week. 

Mr. Scott said the Tribune was a high- 
class morning paper with a sworn cir- 
culation of 24,000 copies. He said there 
had been an increase of 10,000 in two 
and one-half years. The Tribune has 
gained a great country circulation since 
the new rural routes have started. The 
Tribune is an accepted business men’s 
paper, going to the offices early in the 
morning and having a special financial 
section. It sells on the street for two 
cents or ten cents a week. It also 
carries a number of columns of want 
ads—almost equal to the News. 

The Sunday News-Tribune claims to 
be the only metropolitan Sunday paper 
in Michigan, and asserts that it now has 
a circulation of 65,000. which they say is 
14,000 higher than the highest claims of 
their only Detroit competitor. It has a 
sporting section and many other attrac- 
tive features. Its price is five cents and 
the boys say it is a mighty good seller. 
It runs about even with the Free Press 
in the race for want ads. 

W. B. Low, business manager of the 
Journal, said that paper’s average net 
circulation for SMareh was 61,769. While 
the Journal claims a high-class circula- 
tion it must draw upon the masses for 
its main support, as there are but about 
three or four thousand of the higher 
classes in Detroit. The Journal does 
not agree that samples and exchanges 
should be counted as bona-fide circu- 
lation. The Journal refuses objection- 
able advertising and aims to be a clean 
home paper. r. Low claims there is 
practically no duplication of circulation 
with other papers. The paper sells at 
one cent on the street and six cents by 
the week. There is an average of about 
seven columns of want ads in the 
Journal. 

At the office of the Free Press I saw 
Mr. Meiser, the business manager, who 
said the Free Press was both a home 
and a business men’s paper, but that 
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nearly all. went to. the homes. Street 
sales do not amount to a row of pj 
he said. They have a bigger country 
circulation than the other morning paper, 
Printers’ INnK’s Roll of Honor ace 
cords it a rating of 42,918. There seems 
to be but very little difference in the 
an of want ads carried in the 
ree Press and Tribune—each has an 
average of about ten columns. The 
Free Press sells on the street for two 
cents and is delivered all over the State 
for ten cents a week. 

Mr. Meiser said the 
Press had a larger circulation than the 
News-Tribune, especially up-State. He 
showed some receipts from the M. CG 
R. R. for $250 in payment of a special 
train which they have together with the 
Tribune, which he claimed was about 
60 per cent of the cost of the train. He 
oid the postoffice receipt, which was 
for $337, was about $70 higher than for 
the same date of last year. The Sunday 
Free Press is a non-sensational paper 
and reaches the middle and upper classes, 

A newsboy said the Times sold the 
best to workingmen. I asked why. He 
said: ‘‘Because the Times sticks up for 
them.”’ 

B. B. Schermerhorn, business manager 
of the Times, said the Times was man- 
aged by the three Schermerhorn broth- 
ers. Jas. Schermerhorn is managing edi- 
tor, and Chas. Schermerhorn city editor, 
He said they had put the Times on a 
paying basis and built up a big circu- 
lation in less time than any other De- 
troit paper ever had. The Times is the 
working men’s friend and is well pat 
ronized by the labor, unions. Its circu- 
lation is practically all within Detroit. 
The circulation for the first three months 
of 1904 was 28,167, a gain of 5,056 over 
the same period of last year. It carries 
about three columns of want ads and is 
pretty well patronized by the local mer 
chants. It sells at 1c. on the street, 6c." 
per week. 

A large drug store manager thought 
the Times brought good results from 
the working classes. 

A clothing dealer said the Times 
couldn’t be beat for reaching the masses. 

A gang of twenty workmen at a large 
automobile works sang out in chorus 
for the Times. 

One newsboy I asked said he told 55 
copies of the Free Press, 50 Tribunes, 
206 copies of the News and 30 Journals, 
all delivered to regular patrons at night. 

A large clothing firm making a spe* 
cialty of $15 suits and overcoats use 
about equal space in the News, Journal 
and Times. They said the Times brought 
them good results from the members of 
the labor unions. 

I called at one of the advertising 
agencies and was informed that the Free 
Press was the leading paper of Detroit 
and Michigan thonek it had not the 
largest circulation. The News, they said 
had the largest circulation and carried 
the most advertising. The German pa 
pers, they stated, each had a good cir- 
culation and were well patronized by 
local advertisers. Though they could not 
say positively, they thought the Abend. 
Post was the better paper. There is @ 
good deal of rivalry between the Volks- 
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blatt and the Abend-Post, each claim- 
ing the lead in circulation. This agency 
thought the German. papers were quite 
necessary in a campaign to cover the 
entire city of Detroit, as there are a lot 
of Germans-in Detroit who cannot read 
the English language. 

At the office of the Legal News S. W. 
Curtiss gave me a copy of the weekly 
and one of the daily issue. The weekly 
is in magazine style and claims a cir- 
culation of 2,600. It is the official or- 
gan of the Michigan State Bar Associa- 
tion and gives all Supreme Court de- 
cisions. The daily is a four-page sheet 
13x19. It contains items on law, real 
estate, mining, finance, etc. Mr. Curtiss 
said a great many people thought that 
the Legal News went to lawyers ex- 
clusively, but a large number went to 
bankers, wholesalers, real estate dealers 
‘and others who found it necessary to 
keep track of court doings. The circu- 
lation of the daily is said to be about 
1,640 copies. The price is $6 per year 
delivered or $8 when mailed. I asked 
Mr. Curtiss why he did not make a 
definite statement to the American News- 
paper Directory and he said: “The people 
our paper goes to all know what it is 
or give it credit for having a bigger cir- 
culation than it has, so what is the use 
of undeceiving them?” He said their 
experience with Rowell’s Directory had 
not been satisfactory, that it never gave 
them the rating that the figures sub- 
mitted warranted. When I explained to 
him that he had not given the daily de- 
tails, he said they never keep account 
of the exact number of copies printed 
each day and thought it was a lot of 
humbug. They never have sought for- 
eign advertising. He said the American 
Newspaper Directory was woefully weak 
on legal papers, there being about four- 
teen in the United States not listed 
therein. I did not learn what issue of 
the Directory he had referred to; but I 
know he did not have the 1904 edition. 
The Legal News sells at 5c. for the 
daily and 1oc. for the weekly. 


I went to a wholesale newsstand where 
all the principal papers of the country 
are sold to the newsboys and retail 
stands. The boy in charge told me the 
Chicago papers sold faster than any 
other outside papers. Sales run in_the 
following order: Record-Herald, Trib- 
une, Inter-Ocean, Chronicle. These all 
sell at 5c. on the street or 25c. the week. 

he American sells in a large way at 
2c. or 10c. the week. The sales of the 
Chicago Sunday papers are not very 
large the boy told me. 

New York papers sell in the following 
order: Herald, World, American, Tele- 
graph, Sun, Times, Tribune. All sell 
at 5c. or 25c. a week. New York Sun- 
day papers have a pretty good sale. The 
Buffalo Courier was the only paper of 
that city they sold. Boston is represent. 
ed by the Herald’ and Globe. The 
Cleveland Plain Dealer and Leader have 
a pretty good sale. 

This same young man at the whole- 
sale stand said Detroit papers sold in the 
following order: In the morning the 
Free Press and Tribune, in the evening 
the News, Journal and Times; and of 
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the Sunday papers, the Sunday Free 
Press and News-Tribune run about equal, 

The east side of Detroit is pretty well 

filled with Germans, so I went there to 

e inquiries about the German papers. 
I inquired at several stands in the vicin- 
ity and they all said they did not sell 
any German papers. | 

A drygoods man said the older Ger: 
mans could not read English, so to 
reach them it would be necessary to ad- 
vertise in the German papers. e read 
the Abend-Post himself. Two young 
ladies in his store said all the younger 
German people had been educated in the 
— schools and could read English, 
ut that they nearly all read the Ger- 
man papers. They agreed with their 
employer that the Abend-Post was the 
better paper. 

At the office of the Michigan Volks- 
blatt I met Mr. Messerich, business man- 
ager. He started off with the statement 
that the Volksblatt was the largest Ger- 
man paper in Michigan. He said it had 
the biggest circulation and carried more 
advertising than any other German pa- 
per in Michigan. The Volksblatt claims 
a daily circulation of 6,800, a semi- 
weekly issue of 21,500 and a Sunday 
issue of 7,500. The daily and Sunday 
go together for 6oc. a month. The daily 
is 15¢. per week or 45c. the month. Mr. 
Messerich said his paper circulated among 
the better class of Germans and the 
German-Poles, and were all delivered to 
the homes by their own carriers. He 
said that the Germans in Detroit were 
a very thrifty lot of people and nearly 
all owned their homes. He did not 
think the American Newspaper Direc- 
tory went at the circulation business in 
the right way; however, he did not sa 
just what was the right way. He didn’t 
think it was any use to keep a daily 
record just to please the editor of the 
directory. The Volksblatt carries from 
one-half to one column of wants. 

Mr. Marxhausen, proprietor of the 
Abend-Post, stated that the paper had 
a daily circulation of 7,000, on Sunday 
7,500, and the semi-weekly had 11,000. 
These figures are away in advance of 
what the directory allows the Abend- 
Post and Sunday and semi-weekly edi- 
tions. I pointed that out to Mr. Marx- 
hausen and he made quite a kick about 
it. I tried to explain to him why he 
failed to get a higher rating. He pro- 
fessed not to understand what was meant 
by a daily average. Like Mr. Messerich, 
of the Volksblatt, he claimed that his 
paper was the biggest and best in Mich- 
igan, in fact, he said it was four times 
better than any other German paper in 
the State. He said there were 80,000 
Germans in Detroit and the papers pub- 
lished by him reached the most of them. 
His papers are strictly subscription pa- 
pers and have no street sales whatever. 
The Abend-Post has about three-quart- 
ers of a column of want ads. Its price 
is 15c. per week or 45c. per month. 

The consensus of opinion , oy os 
troiters seems to be that the Free Press 
is the leading morning paper. 

he News is unquestionably away 
ahead of the other two evening papers 
in circulation, quantity of want ads 
carried and also in point of size, The 
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Journal is next to the News in cirt- 
culation and want ads, is less sensa- 
tional and refuses all objectionable ad- 
vertising. It probably goes to a more 
exclusive set of patrons than the News. 
The Times is well patronized by the 
members of the labor unions. 

The Sunday Free Press has for years 
had the name of eee oe biggest and 
best Sunday paper in Michigan. News- 
Tribune is gaining on it. 

The German papers would seem to be 
a necessity in reaching the 80,000 Ger- 
mans of troit. There is much bitter- 
ness between the Abend-Post and the 
Volksblatt. The majority of outsiders 
think that the Abend-Post is the better 
paper of the two. They run about 
equal as to want ads, judging by the ap- 
pearance of the copies which I examined. 
The local merchants use space in each 
uite liberally. While the Sunday 

olksblatt claims the highest circulation, 
outsiders say that the Sonntagsblatt is 


Rowell’s American Newspaper Direc- 
tory for 1904 credits Detroit daily and 


Sunday circulations for the year 1903, 
as follows: 
Evening. 
i isowsp bess speeesones dave 97,008 
DE. Kubakudedetngeehcashoe se 55,595 
DL icipherbaadnssteaessvenese 25,390 
ER + ce che isos doch Soom 42,918 
DD kk iindhiewisiean ous S > bb 21,187 
unday. 
ee Ds echb ences apiowk bin 539345 
Tribune ..... cease ee eenasubes 545388 
These figures are in accordance with 


statements signed by the publishers and 
the accuracy of none of them has ever 
been questioned. 

The two German papers are reticent 
about ‘conveying definite information 
about their issues, and the Directory 
editor has not in recent years seen his 
way clear to accord to either of them so 
much as a “G” rating, which is ex- 
plained as meaning exceeding an average 
output of 4,000 copies. In the case of 
the Legal News the Directory editor has 
never been placed in possession of any 
statement that would warrant him in 
crediting the paper with issuing so many 
as 1,000 copies regularly. 


HUDSON, N. Y. 

Hudson, Columbia County, New 
York. Population, 1900, 9,528; estimat- 
ed to be over 10,000 at present. On 
the Albany & Hudson, New York Central 
& Hudson River, and Boston & Albany 
Roads, and the Hudson River; 116 miles 
north of New York and 33 miles south 
of Albany. Steel car spring and car 
wheel manufactories, cement plants, 
breweries, knit goods and other manu- 
factories. Papers, Republican (morn- 
ing), Hudson Register (evening). 

At the Hudson postoffice I was told 
that the Republican was unquestionably 
the leading paper, but later I discovered 
that Mr. Bryan, the publisher, is post- 
master. The clerk at the Hotel Worth 
sent me to the Republican office when 
I asked for the paper with the largest 
circulation, and so did a leading clothier. 
Two policenien said there was not much 
difference in the circulation of the two 
papers, and a druggist voiced this opin- 
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ion. A. W. Ham, 4 grocer, said that 
the Weekly Gazette goes to more people 
than either of the dailies, but of the 
latter he thought the Regtster had the 
best of it. 

And so it went, the whole length of 
the business street. There was no great 
preponderance of opinion either way, 
and the majority of the advertisers [ 
talked to didn’t seem to let the rela- 
tive value of the two papers interfere in 
the least with their advertising. Either 
they used both, irrespective of merit, or 
else they used one because they were 
prejudiced against the other. There is 
more prejudice against the Register 
among the local advertisers, perhaps 
more on account of the somewhat check- 
ered past than because of any definite 
shortcomings at present. 

At the Register office I saw Mr. Ken- 
nedy, president of the company, and 
Mr. Thomas E. Mowry, the manager. 
From what I learned in the office, and 
outside, the paper has picked up both 
in circulation and tone during the four 
years of the present management. The 
office shows life, and the plant is a good 
one, although the building which houses 
it belongs to a past generation. 

Mr. Mowry’s claim to advertisers is 
1,400 circulation for the Register, and 
2,200 for the Weekly Gazette, also pub- 
lished by the company. The circulation 
statements shown me lead me to believe 
that the Gazette approximates the 2,200 
mark more nearly than the Register 
does 1,400. Yet I believe that “JKL,” 
which is the rating accorded the 
Register in the 1904 American News- 
paper Directory, is too small. Mr. 
Mowry has never made a statement of 
circulation to the Directory, because he 
thought it was necessary to deduct the 
returns from the newsdealers, etc., and 
he hasn’t ever been able to find time to 
make such a deduction for a whole year. 

I couldn’t find any one to talk circu- 
lation in the Republican office, but if 
there is a larger circulation to be ac- 
corded the Republican than is given the 
Register it is very slight. The Register 
claims to reach more working people 
than the Republican does, and concedes 
that the latter goes to the well-to-do 
class. In the case of each paper the 
limit of circulation has been about reach- 
ed, until Hudson grows faster than it is 
at present. 

One paper cannot cover Hudson; and 
one cannot be called a better medium 
than the other, because their fields are 
different. 


PITTSFIELD, MASS. 


Situated in the heart of the Berk- 
shires, Pittsfield, with its pretty outlying 
towns and villages, is wall known as a 
summer resort, besides being a city of 
extensive manufactures. The U. . 
census of 1900 gives it a population of 
21,766, and it is’ estimated locally to 
now have nearly 25,000, this being con- 
siderably increased during the summer. 
Several large woolen mills, employing at 
present about 2,000; a large paper mill, 
a plant manufacturing electrical appli- 
ances, and a number of minor industries 
make the city a busy place. Two lines 
of railroads, the New York, New Haven 

















& Hartford, and the Boston & Maine, 
give good connections with the larger 
citics, Springfield being 53 miles south- 
east, Albany, N. Y., 50 miles to the 
west, and North Adams zo miles to the 
north, these being the three nearest. 
Thus the two evening dailies, the Berk- 
shire Evening Eagle and the Journal, 
would appear to have little to fear from 
outside papers. 

Inquiry at the newsstands, however, 

brought out the fact that a large num- 
ber of outside papers are sold. These 
I name in the order of their average 
daily sales in the city, according to 
the estimate of the agent through whose 
hands most of them pass. Dailies; New 
York Journal, Springfield Republican, 
Springfield Union, N. Y. American, 
Y. orld, N. Y. Sun, N. Y. Herald, 
Boston Herald, Boston Globe, N. Y. 
Tribune, N. Y. Times, Worcester Tele- 
gram. The N, Y. Journal and American 
together sell about 1,000 copies daily, 
with the Springfield papers close 
seconds. 

When asked about the merits of the 
two local papers, the newsdealer said 
that there was no doubt but the Eagle 
had a larger circulation than the Jour- 
nal, but the latter in his opinion was 
gaining. The Journal seemed to carry 
its full share of advertising, but its 
rates were lower. 

North street is the main thoroughfare 
and it is a broad and beautiful one. 
There are a number of large, well- 
equipped and up-to-date stores. In the 
establishment of H. S. Taylor & Son, 
gentlemen’s furnishings, Mr. Taylor 
said he advertised in both, and gave 
them both the same space. The rates of 
the Eagle were higher. In England 
Bros’, dry goods, the manager said he 
advertised more in the Eagle than in the 
Journal, the Eagle having the larger 
circulation, and he considered that paper 
the better medium, as it reached a better 
class of people. For news he preferred 
the Eagle. e also advertised a little in 
the local weeklies. In the office of one 
of the leading hotels—there are several 
good ones— the clerk said the Eagle was 
the better paper in his opinion. The 
young lady serving cooling beverages in 
a well-patronized bakery and tcandy 
kitchen said that the office of the leading 
newspaper was just across the way, the 
Eagle. She also liked the Weekly Sun 
very much. At the Central Market, the 
best store of its kind in the city, a clerk 
said he thought the Eagle the better 
paper for advertising, though they ad- 
vertised in both, but the Eaggle’s rates 
were higher. He read both papers and 
thought the Journal had as much local 
news as the Tagle ordinarily. A street- 
car conductor was sure he liked the 
Journal the best any day in the week, 
and it was a good paper. Inquiring at 
Kennedy & MacInnes’, perhaps the lead- 
ing dry goods store in the city, the 
manager was out, but the gentleman 
with the smile that never fades, judg- 
ing from his manner, said they ad 
vertised a little-more in the Eagle than 
in the Journal, and he thought the rates 
were about the same. He personally 
preferred the Eagle. The crippled news- 
boy in his wheel chair said brightly that 
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he sold many more Eagles than Jour- 
nals, and for the out-of-town papers he 
sold more Springfield Republicans than 
any other paper. Inquiring of a num- 
ber of different newsboys on the street 
for a Pittsfield Journal I could not get 
one, and at the newsstands I saw but 
few Journals, while both newsboys and 
stands had plenty of Eagles. At the 
Journal office again I was told that the 
reason for this was that the Journal em- 
ployed about forty newsboys of its own 
and made home delivery a point, paying 
but little attention to the newsstands or 
street selling. This was confirmed at 
the newsstands, and I found that the 
Eagle does just the opposite, selling to 
the newsdealers and boys, the deliveries 
being made from the stands. 

There are practically no classified ad- 
vertisements in the Journal; the Eagle 
carried about a third of a page. There 
are no advertisements of outside stores 
in either of the papers, North Adams 
being the nearest city of importance. 

Upon visiting the office of the Journal 
in the early afternoon the lady proof- 
reader told me to “go right upstairs” 
and I would find Mr. Miller, the busi- 
ness manager. In the office besides Mr. 
Miller there were four other employees, 
and ali seemed busy. The place didn’t 
look very neat, and an office boy might 
have found plenty to do with a broom 
and dust pan, but it was light and airy, at 
any rate. ‘“‘Rowell’s American News- 
paper Directory? No, sir, I want noth- 
ing to do with it; I have no use for it 
whatever,” said Mr. Miller, and he got 
quite hot about the subject. As for his 
present circulation Mr. “Miller said he 
guaranteed to his advertisers in every 
contract made that the circulation of the 
Journal exceeded 3,000, being in fact 
3,300 on the average. When Mr. Mill- 
er’s wrath had cooled he seemed very 
sincere and honest about his statements, 
and was very convincing. 

From the Directory it appears that for 
the year 1904 a satisfactory circulation 
report from the Journal showed that it 
printed an average edition of 2,291 cop- 
ies. Since then no satisfactory report 
has been received at the Directory office, 
but for the year 1902 a refort came 
which was not given with sufficient at- 
tention to detail and failed to specify 
the time supposed to be covered by it. 

The Journal is an 8-page, 7-column pa- 
per selling for 2 cents, and recently 
had_ installed a new Coxe-Webbe 
perfecting press, which nearly doubled 
the capacity of the plant. It is fairly 
cleanly printed and carries mostly all 
local advertisements. Friday is the big 
advertising day of the week and they 
usually printed 14 or 16 pages on that 
day. There.seems no reason to doubt 
that the Journal has a circulation ex- 
ceeding 2,250, which would entitle it to 
the tg rating, which the Directory 
accords it. 

At the little office of the Eagle in the 
Eagle Building, just off the main street, 
Mr. K. B. Miller said that he was the 
manager. He thought well of Rowell’s 
Newspaper Directory, always sent in reg- 
ular statements every year to the Di- 
rectory giving his detailed circulation 
and they always used him right. He 
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showed a printed circular, evidently used 
for distributing purposes, which gave 
his sworn statement of the detailed daily 
average circulation of the Eagle for 1903, 
showing it to have been 5,573, and this 
the Directory accords him. He also show- 
éd the daily reports of his pressman for 
that time, the lowest being 3,630, and 
the highest 12,150, the latter presumably 
being an election day. The Eagle is 
also an 8-page, 7-column paper, printing 
14 pages on Fridays and a on the 
street for 2 cents. Although the press 
is an old Coxe flat-bed perfecting, of 
limited capaci:y, yet that paper gets out 
a cleaner-looking sheet than the Journal, 
judging from the two editions of each 
— the day I was there. Both papers 
ave considerable local news, not much 
telegraph, and a great deal of suburban 
news. Each prints a county edition an 
hour before the regular local edition, 
which is out on the streets at 4.30, and 
both papers claim to have big representa- 
tions in all the surrounding towns, not- 
ably Dalton, Lenox, Stockbridge, Great 
Barrington, Hinsdale, Lee, Lanesboro, 
and Hoosatonic. The Eagle books show- 
ed an average circulation in Great Bar- 
rington alone of 396. The Eag le®Co. is 
now building a new 4-story brick build- 
ing near to its present location. and 
plans to install a new Hoe double-decker 
= with a capacity of 10,000 per hour. 
he Eagle carries about twice the for- 
eign advertising the Journal does. When 
asked what he thought of the Printers’ 
Inx Roll of Honor Mr. Miller, of the 
Eagle, said he thought it was a good 
thing. He had often threatened to in- 
sert his advertisement in that paper, but 
somehow had never got around to it. 

The Eagle publishes a weekly edition 
Wednesdays, as does the Journal, the 
former claiming a circulation of 7,214 
for 1903, and this the Directory accords 
it. The Journal weekly is rated “JKL,” 
meaning not over 1,000 copies. This 
would seem to be a rather small estimate. 
The Weekly Sun, published Thursdays 
by the Sun Publishing Co., is also given 

a “JKL” rating. 

There is now no Sunday paper in 
Pittsfield, the Sunday Morning Call hav- 
ing gone out of existence, as has also 
the daily morning Press, started a few 
months ago by a couple of Schenectady 
men who first bought out the Call. 

Of the two active dailies there seems 
to be no doubt that the Eagle has a very 
handsome lead, and is perhaps read by 
the better classes, but there also seems 





to be indications that the Journal is 
gaining in circulation. The Journal is 
the oldest paper, having been established 
in 1880, while the Eagle was established 
in 1892. 


——or—_—_ 


A coop deal of silly advertising is 
aimed at babies. It looks well to the 
advertising man, but not to the mother. 
A booklet entitled “Our Baby,” issued 
by the Minneapolis Bedding Co., Min- 
neapolis, describes a patent baby tender 
in a sensible way, sans sentimentality, 
backs up the description with physicians’ 
opinions, and supplements the whole 
with pages of baby lore. It is a booklet 
that will have weight with intelligent 
mothers, 
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The circulation of McClure s Maga- 
zine for the past six months has 


averaged 76.634 above the guarantee. 
The circulation for the month of April 
was 91,742 above the guarantee. 
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FOLLOW-UP SYSTEMS. 


By Joseph Gray Kitchell, 33 Union Square, New York. 





Some of the most. familiar of the 
homely old axioms are daily illus- 
trated in the general and spe- 
cific details of modern business 
methods. 

“If at first you don’t succeed, try, 
try again” is an old familiar bit of 
folk lore, but it suggests the 
scheme in operating the most elab- 
orate “follow-up” 
up-to-date commercial house. 

If you don’t get your man the 
first time, try again and again. The 
customer is becoming harder and 
harder to get as competition be- 
comes sharper, as business men 
become more adroit in their skill 
of presentation and as the harried 
customer becomes better posted 
and more discriminating. 

Your prospective customer par- 
. takes of that advanced sagacity that 
develops in certain species of hard- 
hunted game, or has become so 
pampered and spoiled by the ad- 
vances of so many suitors that con- 
quest becomes a matter of more 
careful diplomacy and of persist- 
ency, and a commercial Lochinvar 
staking all on a single dash would 
probably ride home holding the 
reins and nothing else, 

It is only within the last few 
years that systematic and persist- 
ent “follow-up” work has become 
a fine art; to-day it is one of the 
most important processes in the 
development of many lines of busi- 
ness, and its ethics and tactics de- 
mand a degree of consideration and 
as high a quality of talent as any 
ramification of the publicity prob- 
lem—perhaps more than any other. 

It is far easier to arrest the eye 
and halt the attention, to excite in- 
terest and even provoke a desire, 
than it is to disespouse the citizen 
from the shilling. “A thing begun 
is half done”—but not quite. 

A customer who is easily landed 
is generally easily lost. It is a 
proposition of susceptibility; the 


same ascription makes the hard- 
to-get customer more desirable and 
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worthy the extra effort of bagging. 

The history of a sale is an inter- 
esting drama of real life, an in- 
structive lesson in the scheme ot 
existence, and the careful student 
who observes and comprehends its 
processes and applies them need 
never want for food, shelter or 
raiment. 

A “follow-up” method may mean 
the embodiment of plans that make 
use of personal representation, 
written or printed matter or ob- 
jects like novelties, etc. 

All are messengers—they intro- 
duce, reason, plead, argue, ex- 
pound, appeal, cajole, jolly and 
remind; then commence all over 
again and repeat the song in a 
different key. 

The Oriental sits in his bazaar 
and mutely awaits his customer; 
he is the antithesis of the “follow- 
up” exponent. 

The Oriental method of exor- 
bitant first pricé helps. him in his 
game; he might starve without, his 
sales are so few. 

Put staples in his booth and let 
another Oriental handle similar 
products on more aggressive lines 
and the likelihood is that the dis- 
ciple of older methods would be 
driven out of the trade, or at least 
out of that district. 

The business houses of this 
country that are adding the most 
new accounts to their ledgers, that 
are holding their old ones and that 
are selling more goods to those 
old ones tlan they formerly 
bought, are the houses that have 
a_ well-formulated, well-directed 
“follow-up” system; it may be one 
form or another, but it is a care- 
fully thought out plan, methodically 
operated, and in ratio to its intelli- 
gence, regularity and persistency is 
the measure of its increment. 

It will be my object in this de- 
partment of Printers’ INK to ad- 
vocate the use of “follow-up” sys- 
tems by houses not now using 
them, provided, of course, that the 
















nature of the business lends itself 
to the plan; to recommend suitable 
systems for general and individual 
cases, and to assist the novice in 
the adoption and conduct of the 
plan by quoting experiences of 
houses old and wise to the game. 

There are many business con- 
cerns that don’t actually manu- 
facture goods, but let us approach 
the general proposition of the 
manufacturer. 

If he makes or sells a good ar- 
ticle, and if every cubic foot of 
space and everything which oc- 
cupies that space is engaged in 
making money for him, he very 
naturally cannot lose. 

But this maximum of productive 
capacity is rarely reached by any 
concern. The principal reason it is 
not reached is because orders do 
not come fast enough; the equip- 
ment is capable of producing, say, 
twenty per cent more goods, the 
traveling men cover the territory 
as well as they are able and gather 
up all the business they can, but 
at certain times, if not all the time, 
the actual capacity of the plant is 
not reached. 

Now, as the dead or fixed ex- 
penses would not be increased in 
the average case if twenty per cent 
more goods were produced and if 
means were adopted to secure that 
twenty per cent, the increase in the 
profit would be a large one—it 
would mean in many instances the 
difference between failure and suc- 
cess. 

What is needed to obtain this 
very desirable increase is some 
supplementary or auxiliary agency 
at work, one that will help to in- 
troduce the concern, its traveling 
men and the merits of its goods: 

Something to obtain the full 
equivalent for the cost of the space 
it pays for in magazine, newspa- 
per, trade journal, etc.; that will 
tactfully pursue and win the confi- 
dence of the timid writer of a first 
letter and the writers of all letters, 
whether interested or only curious. 

Something that will induce the 
recipient of a neglected catalogue 
to separate it from its dustv fel- 
lows in a bottom drawer and im- 
pel the sexton to turn to page 
17 and. order a wringer. 
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Something to preclude the pos- 
sibility of an old and far-off cus- 
tomer allowing himself to forget 
your existence or become alienated 
by the arduous attentions of a 
competitor who sends a man into 
that territory, or uses a “follow-up” 
system himself. 

In short, something that will do 
all those things for which it was 
evolved—do them economically and 
forcefully and, lest men forget, 
make the cerebral dent that stays 
awhile at least. 

Any economical means of ac- 
complishing this represents some- 
thing no manufacturer can afford 
to overlook, that no business man 
can afford to neglect. 

A comparison of the methods 
and material used by successful 
business houses forms a most in- 
teresting review. 

I have in my collection examples 
contributed by some of the best- 
known houses in this country, and 
they would be particularly interest- 
ing to the student of psychology, 
for they reflect in many instances 
an intellection that can and does 
penetrate the think-box of another, 
and, sensing his process of thought, 
lead or drive logical sequence to 
the achievement of motive; which 
is perhaps another way of saying 
that such are human, filled with a 
knowledge of the common traits 
and foibles of their kind, and 
clever enough to exercise that 
knowledge in the successful prac- 
tice of control by absent treatment. 

Many houses now using a “fol- 
low-up” system do so in a spas- 
modic and desultory manner; some 
have a plan of “writing him again” 
or “stirring him up” that lacks the 
methodical force of a regular sys- 
tem. Some experiment with dif- 
ferent forms of approach and fail 
to recognize the importance of se- 
quence and periodicy, but com- 
paratively few are obtaining any- 
thing like the number of beneficial 
units that obtain to the user of 
correct methods; while to many 
thousands any knowledge of the 
system is nil, either from experi- 
ence or observation. 

When a concern is new to the 
“follow-up” system and considers 
the practicability of adopting one, 




















the first thing that confronts it is 
the responsibility to decide whether 
theirs is a line of trade that can 
economically employ the plan and 
whether their business policy will 
permit it. 

One of the largest companies 
manufacturing cutlery in the 
United States has only eight cus- 
tomers, who buy its entire output; 
a number of knitting factories that 
I have visited in the East and 
Middle West ship their products 
to one jobber. The business policy 
of such concerns precludes the use 
of any “follow-up” system other 
than an occasional swing around 
the circle by the general manager 
or one of the officers. 

The concerns that are selling 
goods to jobbers and dealers who 
in turn resell them to consumers, 
and whose business policy is to get 
as many such jobbers’ and dealers’ 
accounts as they can influence, are 
on the list of those who get the 
most good out of a good “follow- 
up” system, 

Likewise an advertiser or ex- 
ploiter of commodities to be sold 
direct to the consumer or user, and 
which involve enough money as 
single transactions to warrant 
spending a little extra money to se- 
cute, can use the “follow-up” sys- 
tem to good advantage. , ; 

But if a concern were paying six 
dollars a line to arouse interest in 
an article selling for fifty cents, 
and obtained only from the adver- 
tiser, unless the profits on each 
sale were inordinate, there would 
be a sharply fixed limit to the 
amount of money it could afford 
to spend for stenographer’s time, 
printed stuff and postage. In proof 
of this I cite the testimony of 
Messrs. A. Stein & Co., Chicago, 
makers of elastic supporters, etc¢., 
who write that the system used by 
them for “follow-up” work to the 
user was too costly and was dis- 
continued a year ago. 

Concerns selling pianos or auto- 
mobiles direct to the consumer 
could afford to spend quite a little 
money in the, pursuit of an in- 
quiry, those selling sewing ma- 
chines or refrigerators less, and 
so on down the line. 
“Follow-up” work in its relation 
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to mail order businesses is a spe- 
cialty that differs greatly from the 
usual run of commercial proposi- 
tions. 

The limit of cost that such a 
proposition can stand for “follow- 
up” work has been demonstrated 
to an almost scientific nicety. A 
given advertisement and a given 
medium will produce a given num- 
ber of orders and inquiries; fol- 
lowing up the inquiries results in a 
certain proportion of additional 
orders; some coming in response 
to the first approach, others from 
the second, third, forth, etc. Some 
exact details in illustration will be 
cited in a subsequent installment. 

It is my belief that the greatest 
and most economical results obtain 
from the use of a “follow-up” sys- 
tem used by concerns selling lines 
of goods to dealers, wholesale or 
retail or both, using a carefully 
selected list and hammering it at 
regular intervals, in season and 
out of season—one kind of ap- 
proach for prospective customers 
and another kind for actual cus- 
tomers. 

As for how long a prospective 
customer should be worked upon 
will of course have to depend upon 
the kind of proposition. The An- 
derson Tool Co., of Anderson, Ind., 
tell the writer that they never re- 
gard a prospective customer as a 
dead one unless out of business. 





“Points that Stick” is a folder from 
the Peninsular Stove Co., Chicago, show- 
ing ranges in detail by means of il- 
lustrations of the separate parts. 
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Lincoin Freie Presse 


GERMAN WEEKLY, 
LINCOLN, NEB. 


Has the largest circulation — any news- 
ees =: in the German language on 


\Circulation 145,448 


RATE 35 CENTS. 























ADDRESS THE 
ATLANTIC COAST LISTS 
134 Leonard Street, New York, 


and obtain catalogue, or and full in- 
ioanenee about came Ga yp and 

separate w newspapers 
in whiel a ten line advertisement can be 
inserted once for $68.83, and on thn 
half that price per week. Only one electro- 
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amount of money can buy a place in this list for a paper not having the 


No 
requisite qualification. 


Advertisements under this caption are accepted from publishers who, accord- 
ing .to the 1904 issue of the = Newspaper Directory, have submitted for 


a edition of the Directory a d 











uly 
hese are generally regarded the publishers os believe that an y advertioar has a right 


to Rs what he pays his hard cash 


Announcements under this classification, if entitled as above, cost 20 cents per 
line under a YEARLY contract, $20.80 for a full year, 10 per cent discount if paid wholly in 
advance. Weekly, monthly or quarterly corrections to 
can be made, provided the publisher sends a statement in detail, properly signed and 
dated, covering the additional period, in accordance with the rules of the American News- 


paper Directory. 
ALABAMA. 


Anniston, Evening Star. Daily aver. for 1903, 
1,551. Republic, weekly aver. 1903, 2,216. 


Birmingham, Ledger. dy. Average for 1/903, 
16,670. E. Katz., esi gent, N.Y. 
riage peep 


Biabee, Review, daily. . B. Kelley, pub. 
In 192 no issue less than Vi 250. In 1903 no 
dssue less than 1, %50. 


Phoenix, Republican. | Da Dafly average for 1903. 
6,088. Chas. T. Logan Special Agency, N. Y 


ARKANSAS. 
Fort Gath, Times. daily. In 1902 no issue less 
than 1,00 ‘Actual average for August, 
September, Gotebers 1903, 8,109. 


Little Reck, Arkansas Methodist. Geo. Thorn- 
burgh, pub. Actual average 1903, 10,000, 


CALIFORNIA. 
Fresno, Morning Republican, daily. Aver. 1903, 
5,160, March, 6,250. E. Katz, Sp. Ag., N.Y. 
Oakland, mene ofthe Times. Actual weekly 
average for 1903. 903, 82,842, 


Redlands, Facts, daily. a Daily average for 
4903,1,456. No weekly. 


Diegan Sun. Daily average 
pa 1908, ts We apo rtertield, ron 


San Franclaeo. —_ all, d’y ar and 8’, a4 
els. Aver. for 1902,d Ae 60,885, S’y 1, ‘oe os 
Av. 1903, daily 61,0 084; Sunday 82,0 

San Jone, Evening Herald, daily. The Herald 
Co. Average for year end. Aug., 1902, 8,597. 


San J Morning Mercury, daily. Mercury 
Publishing bo. Average for 100, 6 266 6. 


San Jose, pastes ‘Tree and Vine, mo. W. G. 
Rohannan i average, 1903,6,185. First 
three months, 1904, 8,166. 


CONN penne 


Poresere, Times, daily. ‘or 1903, 
16,509. Ferry Lukens, Jr. dr., ra tees 


Meriden, s. Macthan aes Record and Republican. 
Daily average for 1903, 7,582. 


New Haven, Evening ee daily. Actual 
av. for 1903, 18, 571 1s Sunday Bundaw, 1 

New eet am Goldsmith nse Silversmith, 
monthly. Actual average for 1903, 7,817. 

New oe Palladium, ¢ daily. ae Sor 
4903, 7,625. E. Katz, Special Agent.N. Y. 

—_ Haven, nice. Av. 1903, 15,827, first 3 

mos. 1904, 15,942. E. Katz, Special Agent, N. Y. 

New London, Day, ev’g. "Aver. 1903, 5,618. 

Gatn over 1902, 415; 3 mos, } ¥ mos, 1904, &, 642. 





Norwich, Bulletin, n, morning. Average for 1908. 
4,988; first three months 1901 1904, &, 178. 


to date showing increase of circulation 


Wilmington. Morning News, d N 
lishing Co., publishers. .. jor ob, ss” q 


DISTRICT OF COLUMBIA. 


Washington Vv. Star, daily. Ev. Sta 
paper Co. Reese _Sor's8, $4, M a 


Rational gor ~ weekly. Ave for 1902, 
59 rat elz mos. 1603, 112.968... 
Smith a en Thompson, Rep., Mi ¥. ‘e Chicago. 


ag yt mente yt daily. Aver. 1903, 
E. Katz, Special 


Faumps. Morning Tribune. daily. Tampa Tri- 


Attaste, a: »dy. Av. 1903,88,928. Semi- 
Atlanta, News. “Actual 4 daily average, 1903, 
perage 


AGenta, Southern Cultivator, culture. 
semi-mo. Actual average verage for 1903, 80,125. 


o GMz ette, Walker Co. Me: Messenger, weekly. N. 
©. Napier, Jr.,pub, Av. for 1903, t i640. “a 


pa Capital News, d’y and wy. Capital News 


Citizen. Daily average 1903, 818 Te- 
Wks 110. April, 1904, daily. 1,1%%; weekly, 


Wee _— CITIZEN has a larger paid circula- 
tion than any o her Cairo newspaper. We are 
now printing 1,350 copies each evening; and 90 
per cent go into the homes of Cairo people. The 





Waterbury, Re yablican, Daily a 1908, 
5.846. La Coste & 3 ‘Agte, BY. 


Maxwell. Spec. 





CITIZEN is the only Cairo paper that publishes ite 
circulation figures. 


signed and dated. 





COLORADO. 
Dn Denver, P reat, daily. L.,, Rost Printing and Pub- 
Average 903, 88,798 Average 


Sor April, ‘1904, q088. Gain, 9,280. 5 
&@™ The absolute correctness of the latest 


circulation rating accorded 
the Denver Post is guaran- 
teed by the publishers of the 
American Newspaper Direct- 
ory, who will pay one hun- 
dred dollars to the first per- 
son who successfully contro- 


verts its accuracy. 


DELAWARE. 


Wilmington, Every Eveni Average 
anteed circulation for 493, 10-584. aed 


088 (OO). 


FLORIDA. 
Agent, ‘New York. 


Average for 1903, 610, 
GEORGIA. 


. 


April, 1904, 26,547. 





IDAHO. 
Aver. 1903, daily 2,761, weekly 


ILLINOIS. 
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Champsign, | News. In 1902 no issue less than 
1,100 daily an id 8,400 weekly (163). First. ir 
mos, 1904,no day's issue of daily less than 2,600. 


Pay a Ad Sense, monthly. The ae Sense 
.,pubs. Actual average fo for 1902, 6,088 


Chie » Alicaloidal Clini Clinic, monthiy. Dr W. 
C. Abbott, pub.; 8. DeWitt Clough, adv. 
Guaranteed Sladen now 30,000. Aver. 
last twelve months, 25,250. omens dar 
one-fourth of the American re metioal profession. 

Chicago, Ame: rican Bee Journal, weekl 
Actual average for 1902, tise. ali 

Oaicone, Bakers’ Helper, monthly. H. R. 
Ulissold. Average for 1903, 4, 4,175 (@@). 

Chicago, Breeders’ Gazette Gazette, men i sy! 
ly. Sanders Pub. A average 
5,880, 2 20 weeks ending May 18, 1904, 6: ‘162. 





Obiea 0, Dental Digest, mo. DPD. H. Crouse, 
pub. Actual average for 1903, 7,000. 

Chicago, Grain Dealers Journal, s.mo, Grain 
Dealers ‘company. Av. for 1903, 4,854 (00). 

Chiea, Home Defender, mo. T. G. Mauritzen, 
Act. av. To, 5,409. __ Last 3 mos. 1903, 84,000, 

Chic: , Journal Amer. M Amer, Med. A Wy. av. 
1903, 28, 15, Jau., Feb. Mar., 1904, 530.725, 

Masonic Voice-Review, mo. Ave for 1902, 
26,041. For six months 1903, 26,16: 

Chieageo, Monumenta! News. mo. R. J. Haight, 

pub. Av. for year end. July, 1902, 2,966. 


Chieago, Musical Leader & Concert-Goer, 
wy. Aver. year ending January 4, 18,548. 


Chieageo, National Harness Review, mo. Av. 
for 1902, 5,291. First 8 mos, 1903, 6,250. 


Park and Cemetery and Landscape Gardening, 
mo. Av. for year ending July, 1902, 2,041. 


Chicago, Record-Herald. Average for 1903, 
daily 181,218. Sunday 191,817. 


Chicago, yd Journal, monthly. Act- 
ual average for 1903, 5. 


Chicago, The Operative srative Miller, monthly. <Act- 
ual average for 1903, 5.542, 


East St. 7. Poultry Culture.mo. Poultry 
Culture Pub. ¢ Average 1902, $3 ‘sehen Av- 
erage first six pelle. 1903, 14,88: 


Evanston, Correct English: How to Use It, mo. 
Actual aver. year ending March, 1904, 10,000, 


Kewanee, Star-Courier Average for 1/903. 
daily 8, 08s. weekly 1,414. Arerage guar- 
antesd ciroulation datly for Jan’y, 1904, 8,180. 


Peerta, Star, evenings ana Sunday morning. 
Actual sworn average for 1902, 28,74 43. 


Reekford, ster Gazette. Dy. av. for 1993, 
6,226, s.-wy. 6,416. b. Shannon, 150 Nassau, 


Roekford, Repablie. plic, daily. Actuat_ average 
Sor 1903, 6,540, La Voste & Maxwell, N. Y. 


INDIANA. 
Evanevill Constor, Gad and 8. Courier Co. 
pub. Act av. 11,218 


). Sworn av. 03 12,: 
G18. Smith & Thompeon, Sp. Rep.,N.Y. & Chicago. 


Evanaville, Journal-News, Av. for >" we 
18,852, S’y 14,120. EK. Katz, Sp. Agt., 


Goshen, Cooking Club, enaths. A for 
1903, 26,878. A ‘ ium, as 
wives keep every tesue for dai Gaily reference 


jodignapelie: umn an Bae ” ai net sales in 1903, 
69,885, April, 1904, 80,968. 


v9 Leader, Westlake, pub. 
aver. 1903,’ 5,205; 20%; ‘March, 1900 5,722. 


greens Star, d 8S’y. Star Pup. Co. Aver. 
Sor 1903, @y 25,8 geet, 1 15,250. 


Notre Dome, The Ave Mar Maria, Catholic week! 
magazine. Actual average for 193, 24,082. ° 


melanie, Clarion-News, . Clarion Pub- 
‘or | lishing Co. Average for e for 1902, 1,820. 


Richmond Evening Item. Item. Sworn d: L 
1908, 8,552. ‘Same for Dec., 193, 8.24%. ” 


Riehmond, Sun- Telegram, Sworn av. 1903, dy. 


8,811. For Feb., 8,944, 
South Bend, Tribune. Sworn daily average 


1903,5,718. Sworn av. for march ees, 
INDIAN Bia agynenapenrgal 


Ardmore, Ard weekly. 
Average for 1903, dy. 194 O51; wy "6 See. “ 


IOWA. 
Arlington, News. All home-print 
F. View een” Average for "1902 1.400. - 7 


Burlington, Gazette, dy. Thos. Stivers, pub. 
Average for 1903, oar Jan., 1905, 6,050. 


Daven oupast, mes. Daily av wr "or £008. 
8.-wy. 1,660, fel eat Fone 508. Ci 
guar. more than double of uble of any og fare ‘iaity. 


Decorah, Decorah-Posten | Posten (Norwegian). Sworn 
av. crn, 1903, 89,681. Marc March, 1904, 40,856, 


Des Moines, Capital, daily. daily. Lafayette Yo 
publisher. Actual average for 1903, £1,598. 
Average for February, 1904, 84,597. 

i the largest of any Des Moines 
newspaper absolutely guaranteed. Only evening 
newsyaper —— advertising of the a 
ment stores. -Carries largest amount of local 
advertising. 

Des Moines. News, daily. months 1903, 
aver _, sworn, 41,871 net; yay ‘8b 026. 
Desa Moines, Spirit of the West, a Horses 
and live stock. Average for! for 1902, 6,09 

Des Moines, Wallace's Fa pormer, wy. Est. 1879. 
Actual average for 1903, 88,769. 

Museatine. Journal. Daily av. 1903 4.849, 
:emi-weekly 2,708, JSirst four months 5,167. 
Ottumwa, Courier. Daily aver. 1903, 4,512, 
semi-weekly, 7,836. 

Shenandoah, Sentinel, tri-weekly. Covers 
Page and Fremont counties. ounties. Average 1902,8,681. 
Sioux Oity, Journal. ‘nal. Dy. av. for 1903 (sworn) 
{9.40% dai y av. for a rh and Mar., 1904, 

20,871. alwa . More readers in 

its field than of all other 4 daily papers combined. 


KANSAS. 


Girard, Appeal to Reason. wer- J. A. Way- 
land. Average for 190, 860.096 ¥: 
Wutechineon. News. Daily 1903, 8,568, weekly, 
Pa E. Katz, Agent, New New York. 

Togek a, Western School Ji School foun, educational 
monthly. pag _— 


Wiebita, 
BL wry COTE). Bookwit 


4. 1902, d’y 16,- 
h, N.Y. & Chicago. 


KENTU ORY. 


Harrodaburg, Democrat. Best weekly in best 
section Ky. Av, 1903, S58; yrowino fast. 


Lexington. Leader. Av.’03, 5,828, S erase 
ist q’t’r ’04, dy. 8,928, Sy. 5,448. £. he Kats, 


Louflaville, » Event Post, dy. Evening ins 
Co., pubs. actual arevage for 1908, 26,964, " 


Padueah, Sun, daily. Average, 193, 2,181; 





Latavetse, Soa aed ing Journal qily Sworn 
average 1903, 4,002, April, 1904, 4,4 


Sor March, 1904, 2,472, 
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LOUISIANA, 


Denholme, 


New 0 — = Ite ge Fh 
blisher. . : an., “seas, 19,895, 


Feb Bort 20,512; ‘March, 80,65 +4 654, 
New Orleans, Louisiana inate and Sugar 
Mfr., wy. In 1902 no tssue less tha n 8,000. 
New Orleans, News. ews. Dy. av. “> 17,528, 
Sunday, 17,687. E. Katz, Special Agent, N. Y. 
oan Orleans, The Southern Buck, official 
of Elkdom ‘in La. and Miss. Av. ’03,4,780. 
og 
H. Gannett, pub. 


yp  —~ es 1903, ft, "985,408 
Bangor, Commercial. Average for 1908, dail 
8,218. weekly 29,09: 06, a < 
Dever, Piscataquis Observ Observer. 

a tine 1908, 1,904. 
faten, Evening Journal, daily. Aver. for 
1908, wr e814OO). wweckiy 15,482 (© ©). I 
gn Woods and Woodsman ,weekly. 
J. W. Brackett. verage for 1903, 8,041. 
‘ortiand, Dresher eee Express. yy" % Sor 1908, 
aunt rit tie Sunday Telegram 8,090. 
MARYLAND. 
Bottimere, News, —— Evening News Pub- 
lishing Co. Average 1903, 44,582. For April, 
1904, 58,882. 


MASSACHUSETTS. 
Besten, Globe. Average for 1903, daily, 195,- 
6GA4, Sunday, 297,824. 
Largest circulation in New England. 
Advertisements go in morning and afternoon 
editions for one price. 


MAY, 1904. 


SUNDAY, 
299,281 


Actual weekly 








294,558 


289,463 


SSVRLERRABRSSSESSETES = Semsacmewm 


Holiday 
207 560 














4,927.318 


Daily iverage, - 


1,473,335 


197, 092 





Sunday Average, 294,667)" 


Perfect copies Oetated Or. for 


New 


Boston. 
America t0., pubs. ony. 


“Evernge | 21. 580, 
Pilot, eve: ery Saturd Roman Catho- 
lic. got Roche, editor. (@@) 


for 1902, 174,178 
Py rye of ‘dy. rit 57, Sy. 177,050. 
Largest p.m. or a. m. sale in New Eu LY, 


octes Traveler. Est. 1824. Actual daily av. 
78,852. In 1903, 76,666, October 1, 1903, 
to larch 1, 1904, 80. 0,496, 
Largest even evening circulation in New meet. 
Reps.: Smith Thompson, N.Y. and Chicago. 


Eaet Bootes. Record of Christian 


mo, $1. ¥ a Sor year ren oe Bee 34 i SOS. 
Only le advert ising taken. ed 
100. |, - or one half-cont per line per thousand 


Gloucester, Daily Tim A Sor 1903, 
6,550. First seven months 1003, 6,689, 


Gloucester, cope Ann News. . ry | Prd 
average year ending February 15, 1904 
February, 1904, average 6,01 016. ‘ ‘ 


North Adama, Transcript, daily. A. W. Hard- 
man, publisher. Actual average 1903, 5,267. 
Sprt eld, Good House! mooning. mo. Aver- 
age for 1903, 185.992. First six months 1904, 
{e1. 166. All advertisements guaranteed. 


Springfield, Republican. Av. 1903, dy. 15,542 
( ), Sun, 15,27 (©O), wy. wy. 4,086. 


Weoreester. Evening ing Post, daily. 
Co. Average for 1903, 11,711. 
Worcester, rp Publique, om, am 


‘Belief Honor, fe R.A. rrench paper SoU. 8. on 


MICHIGAN. 


Pia Telegram, dy. D. W.Grandon. Av. for 
903,8,912. Aver. fat. Amo. of 1904, 4,100. f 


Average for 1903, daily 


Worcester 
Post 


ele eta 
42st 8, Sunday 58,845. 


Grand R Even: Press, d Average 
1903, 82, 499. piety. 000 guar. daily 7 Sor 1904. 


Grand opide, Herald. Average daily issue 
Sor 1903, 2 


Jackson, Citizen, daily. James O'Donnell, 
pub. Actual average for 1902, 8,887 (461). Av: 
erage for jirst six months 1903, 4,828. 


Jaekson, Press an Patrio t. Actual daily 
aver, Jor 1903, 5.649. “2 9. Av. April, 1904, 6,484. 


Kalamazoo Evening Te Telcezagh. Last six 
months 1005, dy. 8,886, 5.0. 8681. 


Sateeaate, © — News, 1903, ; See. SOS. 
omy = ily published in the city. “viuat 
in 
3 ~t to are 
naw, Evening News, d News, dail Average for 
848. April, 1904, daily 14,889. 
MINNESOTA. 


pajagonnetic, Parmere ers’ Tribune, twice-a-week 
W. J. Murphy, pub. Aver. _Aver. for 1908, 68,686. 


Maytals, ae ees Hea 
onthly 4 " ua. 
V4, 78,500. : 


average January, 190. 
Minneapolia, Svenska A 
wan J. Turnblad, ena 





8 
1902, 


erikanska P 
1903, 49,057. 


wet hold 








CHAS, H. TAYLOR, JR., 
Business Manage 


rT. 





P The TK h 
monthly. roe average 1903, 268,250. 
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eapolis, Journal, daily. Journal Print 
anton Grerage for 1908, &%, 18. " 


“ ‘Mnorearouis JouRNAL has good habits. 
It goes home every evening and stays home. 
The companion of the fireside. Asa result of its 
good habits, its clean columns, THE JOURNAL 
produces the best results for advertisers. In 
May it carried more display advertising, more 
want advertising, more advertising of all kinds 
(except q 
which it will not insert at any price), than any 
other Minneapolis daily. In general (foreign) 
advertising, it carried over 29,000 lines more than 
its nearest competitor. 

In 1903 THE JoURNAL had the largest increase 
in advertising patronage of any newspaper pub- 
lished in America with but one exception, not- 
withstanding the fact that it has no Sunday 
issues, and that it isthe only paper in its city of 
publication that will not accept objectionable 
medical advertising. 

No advertiser can cover Minneapolis or the 
Great Northwest without using the Great Daily 
of the Great Northwest. For further informa- 
tion address STARKE OF NEW YORK. 





MISSOURI. 


A 1903, 10. 51% 
een LAY 
Journal, 
0,268, week 


Jopl 
Mar vot, 1easi 


Kansas City, 


ane w’ 
* 1903, daily 


ansas Cit: World, dail daity. Aver. 1 . 
ote wen. First 9 mos. 1903, = Aver 108 885 


Springfield, Sunn ny South, monthl Actual 
eager 1908, 2,888. > i 


News and Pre Press. Daily aver. for 
* ‘Last 3 mos. tS mos. 1905, seosae” 7” 


Average 
26. 


it. Jose: 
we g0,4 8. 


- Loula, Medical Brief. mo. J. J. Lawre’ wrence, 
A.M., M.D., ed. a nee. Av. for 193, 87,950. 
National Farmer mo. 7? 2 


Stock Gro 
mos. end. Dec., 1903, 106 028. 1002, 65,588 


St. Loula, Star. Actual daily average for 
1903. 64,878. 4 t 


St. Louis, The Woman's 1 men's 3 we . monthly. 
Women and home. ; Proven aver- 
4 ‘or 1903, eres ——— 

‘or 7 months Kesteial "Be PScory inome 


‘eed to exceed 000 ub 
= a = Spemalion of any SoNieakeon 


MONTANA. 


~ aig Standard. Daily ‘or 
Mijpeapolie PS ary ial pais Starphy, ee. 10,809. “UONTANA'S' BES BEST ‘NEWS PER. 4 
age for 1 daily, 66,872; "Sunda Butte, American “Labor U Union Journal, 
56.658. For is daily average,’ 72,88 5; ly. Average 1903, 20,649 3 general ~~ - — ng 
nday, ° —_— 
sarter of 1903, was Teaabs ‘Biinday, Butte, Inter-Mountain, oe . Actual sworn 
924. Sunday sveroge Sor fi ree| net circulation ! 1903, 10, - Guarantee 
paey Cfo fog The daily av- | largest circulation Staten? Montan tana. Sworn 
gees’ the first four months of year was | net circulation for Janwary 1904, aver. 14,185. 
| The onl Amertaan Nempeper Helena, Record, ev evening. Record Publishing 
© LL . a, American N Co. Ao 8 Fb4 weekt ‘or sm . 16,001 daily. Average 
that publishes i r-| for 1908, 8, 
cultion ote, date in ROLL oF preintel AS 
le in 
jonom, 7 coeshere. Th 7 KA. 
une is e an Daily Star. ctual avera 1903, 
Ad Medium of To [Ansoin, 4 ne mee 


ane on Chronicle, 6 cle, ae... Av. for 
, 1, Owatonna’s leading newspaper. 
Present circulation, 2,100. 


St. Paul, Der Wanderer, with ag’! sup.. Der 
Farmer im Westen, wy. Av. for 1903, 10, le 
Aver, 1903, 58. 


St. Paul, Dispatch, 4 
rage ST,888. ST PAUL'S Tea. 
ING NEWSPAPERS age. aver. 1908, 78,026. 


St. Paul, Globe, 1 § Globe Co., publishers. 
Actual average for 81,541. ret 9 mos. 


1908, $1,529. 


St. Paul, News, daily. Average 1902. or 
First 9 mos. . 1908, sworn average 84,081 net. 


it. Paul, Pioneer-Press. Daily average for 
1008 84,151, Sunday 80,986. 


St. Pau a » Farmer, ag 
Sub. 50c, Th. Shaw, 
February, Tt, 861. Actual presen 


St. Paul, Volkszeitun 
dy. 11 116, wy. SE eaenlE 408: 


afb, Srahacresier S rs 
. ino! 
des Westens 60045. oe : 


Winona, 
age 1902, 8,20 


agrt. a8 s-mo. Est. 1882- 
ct. av. year end. 
t av. 85,000. 


ati 


a 
blican and Herald, daily. Aver- 
3 1908, 4,044, 


MISSISSIPPI. 


11,165, April, 1904, 14,485. 


Lincoln, Deutech-Amerikan Farmer, weekly. 
Actual average for 1903, 1908, 158,585. 


incoln., Freie Presse, esse, weekly. Actual average 
pi 1903, 159.400. 


anes. Nebraska Teacher, 
Crabtree, pubs. Average for 1908, Seno 


Lincoln, Western Medical Review, mo. Av. yr. 
fay. 1908, 1,800. In 1908, 1,660. ” 


maha, Den Danske Pioneer, wy. us F. 
Nevle Pub. Co, Average for 1902, 28,478. 


Omaha, News, daily. Aver. for 1908, 82,777. 
First 9 months 1908, sworn average 40.058. 


NEW HAMPSHIRE. 
Frenkite F' Polis. Jor Journal-Tran: —y vad 


Towne &R average 1903, 
NEW Sean 
. ib. 
Pro hn Sig “toe. ‘in’ in _— plane 


Sande Pay, Somer end, y— h-» 1904, rt ton: 
Post-Telegram. Actual daily 
Pas 1903, “3,298 sworn. Jan. Jan,, 1904, &, 889. 


Reporter, er, weekly. A. F. Jenkins, 
pa Tictwal average for 1908, 2,019. 


Hobeke ba ver, daily Actual average 





len than RN he awe, dai 


. In 1908, no issue 
0 copies. 


1902, 18,09 1908, 28,751. 
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ri nytt 
Jersey Oity, Evening Journal 


1908, 19,012. First three months 1904, rar Se 
Pry iy) Evening News. Even News Pub. 
Co. Av. for 1903, dai: ty 58,896 896. Sui y16,291. 


Newmarket, Advertisers’ | Guide,mo. Stanley 
Day, publisher. Average for 1903, 5,125. 


Red Bank, Register, weekly. Est. 1878. John 
If. Cook. Actual average 1903, 2,961. 
NEW YORK. 
Albany, Journal, evening. Journal Co. Aver- 
age one year to April 30, 1904, 17,288. 
piteny, Times-Union, every even: Establ. 
1856. A’ verage for first three three months 4 29, 626. 
Rage = Evening He Herald, daily. Herald 
Average for first three months 1904, 18,210, 
—— Courier, morn.; Enquirer, ——, a: 
J. Conn . for 1908, 1 moraine ie 
evening $5,082; Sunday aver average 68. 


Baffalo, Even: g News. 1 Daily average 1/903, 
79,408. First Satonthe 1904, 85,949. 


Catskill, Recorder, weekly. Ha Hall, edi- 
tor. 71903 av., 8,408. Av. last 3 months, 8,566. 


Cortland, Democrat, Fridays. Est. 1840. Aver. 

1903, 2, 248. Only Dem. paper in county. 
Le L-- Gazette. Est. 1826. Aver. 1903,2,254. 
wy. cire. Genesee, Oriea Orleans & Niagara Cos. 


ount Vernon, Dai 8. Average 1903, 
2,989. Westchester Pane, leading paper. 


Newburgh, News, s, daily. . Ae for 1903, ses, 
4,000 moret mm all other ‘Newb = mh BS es ‘ 
New Fork City. 

n Arsdale, 


Am mn Ts R. M. 
pub. = 1903 75. v3 av. for 1904, a\éoo, 
American Machinist, w’y, w’y, machine construc. 
(Also European edition.) Average 1903, 20,475. 
Army & Navy Journal. Est. 1863. Weekl 
MP 1a, 9.026. Present circulation (. 
W. C. & F. P. Church, Pubs. 


seatn (The), jus bone on Building. 
Average circulation 1903, 


ay | 5 


Baker’s Review, monthly. W. R Gregory Co., 
publishers. Actual average for 1903, aoeee- 
Average for pe three month months 1903, 4,700 


yg ine, family monsaly- pen. 
niger roe Avera for + 
aie in -_ pt Magazine will bring 


you 
QUANTITY, CHARACTER, “INFLUENCE. 


Benziger’s M ine is sold on 
scription, and who advert A pty tis colum columns 
reach a very desirable oy 
——— 25 cents per ne ae 


(Thea‘ een 

Pub. oo on Ltd. ire for 1902, 008, 26,844 (fo) ia (OO) 7S). 

Dry Goods, monthly. Max Jagerhuber, pub- 
lisher. Actual average — 1903, 4866. si 

El Qemepele, me J. Shep- 
ard Clark Co. verage for I for gms Dare. 

Electrical siisiadl weekly. Electrical Review 
Pub. Co. Average for 1908, 6, 1903, 6,885 (@0). 

Elite monthly. Pure ; wenely Sacten. Actual 
average 1903, 3, 62.125. 

Engineering News. A week A TE. | journal of am. 
mechanical, mining and Z 
Average circulation } 1908, 12, 2.642 @ ©). 


Forward . Forward Association. Aver- 
age for 1908, 81,709. 

Four-Track News, monthly. Actual av. pr ~~ 
Sor siz months ai May, © 700, %%, 7 


June edition guara: 100. 





berdasher, mo., est. 1881. cy ov yy 
wane 7,166. Binders’ Oh 
pire distributed mon 


ware, semi-monthly. Sreenae for 1902, 
8.b0n (683); average for 1903, 9,58 


Hardware Dealers’ Magazine, morthl I 
1903 no issue less than 17,000. (60). 


Junior Toilettes, fashion monthly. Max Jaeger- 
huber, pub. Actual average 903, 6,540. 


Leslie’s Monthly Ma pe, New York, At 
circulation for the gas months, 21 18.684. 
Present average ci: jon. 288.278. 


Morning Telegraph, daily. Daily Telegraph 
Co., pubs. © iverage Yor’ 1902, 902, 28, 223° : 


Music Trade Review, music trade and art week- 
ly. Aver. for 1902, 5, ,452. 


Newspaperdom, w’kl ized journal of 
newspaper pub’g and vive iar. a ie 5,189, 


New Thought, monthly. 27 27 FE. 22d St., New York. 
Sydney Flower, publisher. Number of copies and 
ad ve! ae oe rates given each month on first 
reading matter. Sample copy free for the ask 
Worth Seaminetion. New THOUGHT has ma 
— for all its advertisers. Discount to 
agencies, 25 per cent from published rates. Aver- 

age for 1903, 104,977. 


Pharmaceutical Era, weekly, pharmacy. D.0, 
Haynes & Co., pubs., 8 Spruce street. (© ©). 


Pocket wt ot Railroad Officials, qly. Railr’d 
& Transp. . 1902, 17, 696 ; av. 1903, 17,992, 


Police Chronicle. weekiy. Police Chronicle 
Pub. Co. Average for 1903, 4,914. 


Printers’ Ink, any 7 A 
os. $5.00 per yea est. 
1,001. Issue Way 18, tek, 28,80 
Railroad Gazette, railroad and engineering 
weekly. 83 Fulton street. Est. 1856. (©). 
The Central Station, on, monthly. H.C. Cushing, 
Jr. Average for year ending May, 1902, 8,488. 


The Ladies’ World, mo., poneeld. Average 
net paid circulation, 1903, 480.1 


The Foople’ 's Home Journal, 515.250 monthly, 
Good Lite: rasta, 888 monte. average cir- 
d-in-advance sub- 


culations for to 
scribers. F. ue Lupton, Pubt Publisher 


The World. Actual aver al aver, for 108 Morn., 278, 
607, Evening, 857,108, Sunday, 888,650. 


Toilettes, fashion, “monthly. Max Jagerhuber, 
publisher. Actual average for 1903, 61,800. 


Wilshire’s Magazine. Gaylord Wilshire, ed., 
123 KE. 23d St. Act. av. ending Sept., 1902, 
(1088). Actual av. first eight mos. 1908, 100,625, 


Roeheaster. Case and Comment, mo. Law. AY. 
for 1902, 830,000 ; 4 years’ average, 80,186. 


Seheneetady, G daily N. 
noe Se for i902, 9,007. ad “nae jet 


yto Pudearslene. 


J gy =~ for advertis- 
re pa ad = 1908, 


Syracure, g Herald, daily. Herald Co., 
pub. Aver. 1903, is, daily 88,108, Sunday 88,496. 


Utiea, National “Electrical Contractor, mo, 
Average for 1903, 2,708. 

Utiea, Press, daily. Otto A. Meyer, publisher. 
average for 1903, 14.004, 


Warsaw, Western New Yorker, weekly. Aver 
age for 1908, 8,802. In county of 32,000 with 
no daily. 


Wellsville, rter. Only dy. and s.-wy. in 
Co. Av. 1908, daily, 1.184; somé-weekly, 2958. 
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NORTH CAROLINA. 
Charlotte, nee Oo Fn Caretinee ss 's fore- 
most newspa; ly av. 7 

Sunday. 67913 semi-weekiy, 8,800. First thres 
months 1904, 6,578. 

li ib ng City, Tar Heel, week] Actual 
Pt —-. ive 90 8,500. Covers Covers ten counties. 


Roleigh. Buhilical Recorén Recorder, weekly. Average 
1903, 8,8 


NORTH DAKOTA. 


Grand Forte, Herald, dy. av. for April, 1904, 
6,862. Will r. 6,000 fo r year, N. ‘Dakota’s 
BIGGEST DAILY. La Coste & Maxwell, N.Y. Rep. 


Grand Forka. Normanden,weekly Av. for 1903 
5,451. Guar. 6,800 after March sth, 1004. 


Wahpeton, Gazette. Aver . Average 1903, 1,564 (s). 
Present circulation, 1, ,800; sent free, 1,500. 
Total, 8,800, 


OHIO. 
Akron, Beacon Journal. Average /903, 8,208. 
N.Y., ves 23 Temple Court. Av.. Av. March, 1904, 9,125. 


Cineinnati, En + ae r. irer. Established 1842. Daily 
(©), Sunday (@ ©). Beckwith, New York. 


Cincinnati, Mixer and Serv and Server, monthly. Actual 
ave! for 1902, 18,0 Act 
au- 


eee Times-Star, dy. Cincinnati Times- 
Star Pub. Co. Act. corre ies r 1902, 148,018. 
Actual average Jor 1905, 145, 145,164. 


Cleveland, Current Ane Anecdotes (Preacherw’ 
Mag.), mo. Av. year ending 1 ending Dec., 31, '03,15,7590. 


PP panned Plain. Dealer. Dealer. Est. 1841. Actual 
y~ % 66,445; 5 Sunday, 60,759. 
April, 1904, 5,586 daily; Sunday, 67,060. 


Columbus, Press, dail Press 
Printing Co. Actual av. 


, Democratic. 
‘or 1902, 24,989. 


Dayton, yt ig SE ws Pub. Co. Average 
Sor 1903,16,407%. March. 100k. 19,075. 


Dayten, egans Catholic Meets: semi- 
mo. Geo. A. Pflaum. Aver. for 1903, 8 125. 


Laneaster, Fairfield Co. Republican. In Aug- 
ust, 02, no issue less than 1.680 for 2 years. 

Mowtels News, daily-weekly. Average 1902, 
4,161 N.Y. office, 628 Temple Court. 


Springfield, Farm and Fireside, agricultural, 
Tee uni Gade eee 
a ‘or six mont 
1903, 840, 875. 


Springfield. Press Republic. Aver. 1903.9, 288; 
April, 04, 10,155. N.Y. office, 523 Temple Court. 


napringteld. Woman's 1 Home Companion 
Sen cce ; eee. oe. veg ay a for 1908, 

le 5 average rs moi 

1908, $85,166. 


Toledo, Medical ‘and Surgical R rter, mo. 
ctual average 1903, 10,088. — 
Youngstown, Vindicator. D'y av. ’03,11,009. 

LaCoste & Maxwell, N.Y.. Hastern Reps.” 

OKLAHOMA. 


Guthrie, Oklahoma Farmer, wy Actual 
average 1903, 28,020. 


wae ner. for 00) daily daily 20 Stare canal dy and 25.01 
fer Since duly re. v'08, dy. 19,8685 wy. 28,119. 


Oklahoma City. The Oklahoman 
5,816; April, UL GF 98. E hate Agent, NY.” 








OREGON. 


Astoria, Lannetar. C.C.C.Rosenberg. Finnish 
*| weekly. “Average ng 1,898. 


Portland, Even Telegram. dy. (ex. Sun). 
Sworn cire’n 1903, IP 648. in 1902 16, pee 


Portland, Pacific Miner, semi-mo. year 
ending Sept., 1902, 8,808; first 8 mos. 7008, 4,912. 


PENNSYLVANIA. 


Chester, Times, ev ed, sgeragenns, 8,187. 
N. Y. office, 220 B’ way. FR. R. Northrup, Mgr. 


Aver. for 1908, 
verage 


Connellsville, Courier, da gol. 
0, daily a 


1,848, weekly for 1903, 8,0 
April, 


1904, 8,019. 
Erie, People. weekly. Aug. Klenke, Mgr. 
, 8,088. 


Average 1903. 


Philadelphia, Farm Journai, monthly. Wil- 
mer Atkinson Company, publishers. vei 
Sor 1903, 544, nters’ Ink awa 
the seventh Sugar Bowl vate Es tg Journal with this 
inscription 
“ awarded June =. 1902, by 
‘: Printers’ Ink, Litt 
“ Schoolmaster’ in the it of 
< nn ee to the Farm 
* Journal 
“of myo extending over a 


ere hy of pair ¢ year, & Om ited ate hae been all 


bd 
“pronounced the the ae st serves Ay T pose 
n and ‘or the egricutte 
“ral population, ona asan effective and economi- 


_ with them, 
“ ve its a ne columns.” 
rie, Times, dail. verage for 1903, 11,208. 
Maron 1904, 18, 788. i E. }._E. Katz, ip. Ag., W.Y. 
it sarriche » Telegraph, d3 h, dy. Actual daily aver. 
4903, 10,8 rh ay ending Febr Ty, 
10,544. ye arch, 11,016 


Philadelphia, American Medicine. 
for 1902, 19,827. Av. March, March, 1903, 16,827. 


The Philadelphia 
Bulletin’s Circulation 


The Sellowins < statement shows the actual cir- 
culation of THE BULLETIN for each day in the 
month of April, 1904 : 








» AV. 


Devessssserenees 16... seesases 186,088 
eos W.. ° 
.:. 18... 

4.. 19... 

5. 20: 

rt 21 

7. 22. 

8. 23 

9. 2: 

10. 25. 

1; 26 | 

12. 27. 

13. 28. 

14. 29. 

ic a Rae 








Total for 2% days, 4,749,674 copies. 
NET AVERAGE FOR APRIL, 


182,679 copies per day 


BULLETIN'’s circulation figures are net ; 
all damaged, ‘uneold, free and returned returned copies 


have been 
- wm. ts McLgan, Publisher. 
There are aout 20 
ho ii Ree 
oct iathepeoce eer nae Dutra 
joule 
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Philadelphia, Press. Av. circ. over 1 
daily. Net average for April, 1904, 115-901.” 


Philadelphia, ra, mon Frank V. 
Chambers. Average for live for 1902, 6,7 743. 
anday School Times, fave 4 


Philadel phi 
ries, 1 102,961. oa for 


Average for 

loin 
CuenisioTalagreph. aver. 1902, 

67,842, — statement un applicati: ion. 





Pitteburg, Gazette, d’y and Sun. Aver. d’y 
Sor 1903, 60,656. Sworn stat statem’t on application. 


ofa’ Labor World, word. wy. Av. 1903, 18,- 
Reaches best best paid class id class of workmen in U.8. 
Seranton. , Times, every ev; every evg. E. J. L 
Sor 1903, 21, 604. La Coste & Maxwell 
Warren, Forenings Vannen, Swedish, mo. 
Av. 1902, 1,541. Circulates Pa., N.Y. and O. 


Washington, Reporter, d daily. John L. Stew- 
art, gen. mgr. a. 1903, 5, 697. 


ett. Av. 
N.Y. 


ee Cheater, Local News. daily. W. H. 
Hodgson. Average for 1903 ‘i168 

wi eanepers, Grit. America Greatest 
Weekly. Net pa id average 1903, 181 Bas 8. = 
é& Thompson: omen New York and 


on ag yO eee a 
RHODE ISLAND. 
pa hg el 
1908, 4,888. Only p35 §- 30. Rhode Island. 
SOUTH CAROLINA. 


Anderson, People’s Advocate, weekly. G.P. 
pF tee Average 1903, no issue less than 1,750. 


astaston, Evening Post. Actual dy. 
fone 2,842. te ce 8,1 a 
Pr gee State, dai! 


1904, tect. y Sait Race at ae 


SOUTH DAKOTA. 


Gens gy pod Leader. Le mye be = 
hers. A average for 
Petuad daily ——— for my $52. 1 


TENNESSEE. 


Chattancega, Southern Fruit Grower, mo. 
wal average 1903,17,855. Rate, 15 cents per 


line. Average for >iaere, 1904, 19,177. 


Gallatin, Semi-weekly News. In 1902 no issue 
less than 1,850. First 6 m 6 mos, 1903, 1, 


Lowtshere, Tribune, bune, ‘semi-weekly. 
Carter. Actual average 1903, 1,201. 


piaeetie, Com manatal 4, 1 Appeal ety Sund: a, 


38.080, cocky ef, $21 ye March, ‘aos, daily 
84,852, Sunday dite weekly 82, 


on ata Mo! News. Actual one aver- 
a 1908, 17,694; March, 1904, average 
21,758. 

Nashville, Banner, daily. . Av. for year ending 
ram 1908, 16.078. Av. for A 1904, 21 oi. 
Nashville ety iit of Honor. 
~ Reshyille, Progreniv 
School 


publishers 
6.568 3 Saam: 


Ww. M. 








aS see gouthw'n 
Journal,mo. Av. for 1008, 8 


TEXAS. 
tom, .. Record Chronicle, 
ns w. awards ar for om, ad. 


Fire 3 months | © 





eNO 


La Porte, Chronicle, weekly. G. E. Kepple 
publisher. verage for 1902, for 1902, 1, $29, _— 


Paris, art dy. W.N. Furey, pub. Act 
ual average, 1903, 1,827. 


UTAH. 
Ogden, Standard. Wm. Glassman. pub. Av. 
for S502, daily 4,028, semi- weekly 8,0. 1. 


VERMONT. 
Barre, Times, daily. F. E. langley. Aver. 1903, 
2,710. Last six months 1903, 2,886. 


pnrateaen: Te Free Press. Actual daily ooers 
Circulation examined by A 
poy Bag Ad, Only Vermont paper examined. 


Burlington, News. Jos. Auld. AGG daily 
average 1903, &,046, sworn av. April, 5,658. 


VIRGINIA. 

Norfolk, Dispatch, daily. Sworn average for 
1902, 5, e-F ifr 1903, 7,482 3° February, 8,448; 
March, 9 

Seton News Leader, every evening 
Tica 1: it av eves we February /, 1m, 10 

1, 1904, 2 The largest circula- 
tion petcens Washington e and Atlanta. 


ea a an 
Dy; Bonnal 1903, 12,7173 Sy., 
4 Ms. 194, dy., 





Taco 
15. 61d; rey oie. 
14,5115 4y. » Te. 289; ‘ey 
with, rep., Tribune Bldg., 


WEST VIRGINIA. 


Parkersburg, Sentinel, daily. R.G. Hornor 
pub. Average or 1902, 2,804 ( 009), 


Wheeling, News. , Daily paid cirew’n 9.707. 
Sunda: on ‘cirewn fp bedhane For 12 months up 
to A 1904. Guarantees a paid tion 


to any other two Wheeling papers combined. 


WISCONSIN. 
LaCrosse, Leader-Press, daily. Actual aver- 
age 1903, 5,590, 


ya Breniag Wiss KS fy, Evg. Wis- 
nCo. Average for 1903,21,9 December, 
(903 BO,0904 Ape, 1001.28, 868 © yoy 


THE EVENING WISCONSIN. 

“For the purpose of reaching the intelligent and 
well-to-do people of Milwaukee I would put the 
Evening Wisconsin first,” said Mr. J. Simon, 
manager of the Boston Store. He also said: “I 
would give more for 25,000 circulation of the 
Evening Wisconsin kind than a hundred thou- 
sand of the other kind.” 


Milwaukee, Germania-Ab Abend: dy. Av, for 
year end’g Feb.,’04, 28,876; av. Feb.,’04, 24,808. 
Milwaukee. Journal, daily. Journal Co., 


b. 
v. end, Feb., 1903,88,504. April, 1904, 89.418. 
The advertising h of Mil kee guar- 
antee, under a bond of $50,000, that the daily paid 
circulation of The Milwaukee JouRNAL is larger, 
both in the city and in total, than that of any 
other Mil paper, The Evening Wis- 
consin and the Milwaukee Daily News refused to 
allow their books to be investigated by the local 
merchants, after giving their written consent to 
do 80, 
j Pw wt Northwestern, « daily. Average for 
Raeine, Journal, “Gaily. J Journal Printing Co. 
Average for 1908, m2 Ea 








Agriculturist, weekly. 
szerage Jor 0s, 68 1903, 28.181. First 3 months 1904, 
84,7: Advertising $2.10 per inch. 
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(A Roll of Honor—continuea,) 


BRITISH COLUMBIA. ONTARIO, CAN. 
Vancouver, Province, dai W. C. Nichol 
publisher. Average for 1902, 5,987. on ae ee yng Vehicle 
Victoria, Colonist, an. Colonist P,.& P.Co.| Toronto, Star, dai A 1908, 
Average for 1908, 8,695 O71. april, 1905, B1WOB Se Ir 8 OO 











MANITOBA, CAN. QUEBEC, CAN. 
Lh ta 90 Der Nordwesten, p Gorman oT. , ‘an mM treal, Herald, se. i 
, for 1903, 9,565. Only medium in special on Y~3 ‘sos Bee a ly. Est. Actua 





Winnipeg, Free Press, daily and weekly. a 


for 1903, daily, as ate weekly, 1 .908, yey La Presse. Trefl Treffle Resthionme, oe 
The” April, 1904, 25, lisher. Actual average 1902, daily 70, 
Average April, 1904, 80.116. 
NOVA SCOTIA, CAN. Montreal. Star, dy. & wy. Graham & Co. 





Halifax, Herald and Evening Mail. Av. 1902, | for’02,dy,55.0 079, Wy.121 121 418 8 (1093). Six fog 
8,571. Average 190°, 9,941. April, 1904,15, 296. | end. May 31, '03, dy. av. 55,1 147, wy. 122,157. 





The Roll of Honor is an in- 
valuable medium for keeping 
advertisers posted on our growing 
circulation, and we have the most 
direct evidence that it is consulted 
by general advertisers. I can’t 
speak too highly of it. 


Wws. Simpson, 


Business Manager of the Philadelphia Evening Bul- 
letin, in an interview printed in PRinTERS’ INK of 
May 18, 1904. 
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THE WANT-AD MEDIUMS 
OF THE COUNTRY. 








t# Printers’ Ink has always held that newspapers which carry 
the largest number of want advertisements are closest to the 
hearts of the people, and are for that reason not only prosperous, 
but of a distinct profitableness to an advertiser. 


{t@ Publications entitled to be listed under this heading are 


charged 10 cents a line a week. 


CALIFORNIA. 

E Tres prints more “Want” and otherclas- 
sified ary than the other five 
wspapers in los Angeles combined. It is the 
modinms for the exc of commercial intelli- 

gence throughout the whole Southwest. 
Rate—OnE CENT A WORD FoR EACH INSERTION; 
minimum ¢! _. cents. Sworn daily average 
for year 1903, copies. Sunday circulation 

regularly auetee 51,004 1,000 copies. 
COLORADO. 

‘(HE Denver by Sunday oamien, May 29, 1904, 
contained classified ads, a total of 73 
columns. The on is the big’ Want medium a 
the Rocky Mountain region. The rate for Want 
in the Post is five qgate per line 

on, seven words t words to the 


DELAWARE. 
mont asiys readers take advan 
Wilmington EVENING JOURNAL to 
their Lt filled. Half cent cent a word. 
RE Wilmington “MorwING News is the e paper 
T for results—for “Wants” and other classi- 
fied advertisemente. Only morning paper. 


poste nnd OF a 

‘ie D. C., EVENING B (OO) 

carries es DOUBLE ‘the number of wane A 

any other paper in W: m and more than 

all of the other papers combined. 

MAKE COMPARISON ANY DAY, 
GEOKGIA. 

HE Atlanta JOURNAL carries three times as 

many Wants as its chief competitor. 


[HE Augusta CHRONICLE is the want advertis- 
ing medium for the western half of South 
Carolina and the eastern half of Georgia. 


of 
ve 


ILL 2 ena 
vasce Cairo BULLETIN carries more than twice 
ny paid Want = as the other three 
pt newspapers combined. 


HE Chicago DaiLy News isthe city’s “Want 

ad” directory. 1t published pe the year 

= 10,781 omnes of “classified” adv: 
o 


Or 
qophone. 


News office ant ads are 
paplicoes. The 1 DAILY Saws rigidly, byt A all 
advertisements. - 


oa + -X& ~ lish language in, around 
biter a 7 go, reads the the DaiLy NEws,” says 


INDIANA. 
ERRE HAUTE Star carries more Want ads 
than all other Terre Haute dailies. 


7as Linton Catt is the only daily in Greene 
and Sullivan coats, population, 75,000, 
Wants, 1 cent per wo 


E MARION LEADER i coknowisteed the best 
7s getter for classified advertisers. 
One-half cent per word each each insertion. 


woe; STaR carries mo more Want ads —_ 
with the exception Of sate indianapolis Bram. 





Six words make a line. 


NDIANAPOLIS StaR since January first has 

more than doubled the volume of its Classi- 

fled advertising. On Sunday, April 10, the Star 
carried more than two full pages of Want Ads. 


yas Indianapolis NEws in 1908 printed 125,804 
—_ ed advertisements than all 
Indianapolis combined, 


other dailies of an 
of 264,123 separate and distinct 


printed a 
paid Want advertisements. 
IOWA. 
=e Des Moines CaPiTaL guarantees the larg- 
circulation in the city of Des Moines of 
any daily newspaper. It 7 one of the = ad 
mediums of lowa. Rate, one cent a w By 
= month, #1 ad, line. 13 ist blished = even- 
ings a wee! turday the big day. 
KENTUCKY. 


Ts Owensboro DaILy INQUIRER carries more 

Want ads every week than any other Owens- 
boro newspaper carries in any month. Eighteen 
words one week, 25c. 


MARYLAND. 


HE Baltimore News 


carries more Want Ads 
than caonaenat other Baltimore aN; 


It is the 


ant Ad d medium of itimore. 
MASSACHUSETTS. 
HE Brockton 


fs ) Datty ENTERPRISE 
carries more than a solid page of “Want” 
ads—30 words 5 days, 2c. Copy mailed free. 


mae Boston GLOBE, daily and Sunday, carries 
more Want ads than any other paper in New 
England it brings results to the adver- 
tiser. A trial convinces. 


MRE Boston pea increase of classified 

advertising for May, 1904, over amount car- 
ried during same month last year, figures up 
144% columns, or 47,123 agate lines, net. 


ORE advertisements of “Houses for the 
Summer” are published in the Boston 
SCRIPT in apy other rs 
America. It is the leading resort m 
New England. 


MINNESOTA. 
pragonss that prove that the Minneapolis 
JOURNAL carries the most “Want ads”of any 
daily paper in the Northwest: x 
Journal. Competitor, 
Year 1903 2,980 cols. 1,900 cols. 
Jan. 1904 — um 
Feb. 1904 a. 18“ 
Mar. 1904 23 =“ “5 


HE MINNEAPOLIS TRIBUNE is thi 


been for many years. 

~~~ 4 daily and has over 80,000 subscribers, 
w is more than 20, day over an 

above other Minneapolis =, its evening 
edition alone has a circulation in Minne- 
apolis than other e' paper. It pub- 
lishes over 80 columns of W. advertisements 


every week at full price, no = ads; price covers 
both mo: and eve es. NO other Min- 
peapolis a carries any where near the num- 
> Seek wanton advertisements or the amount in 
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MISSOURI, 
Kansas City Tumes (morning), The Kansas 
Beit Gram (evening) carry al all of Kansas 
City’s “Wants.” The Kansas City SunDaY STAR 


aw dy over oe pages of pai 
Kansas ‘oi me ds ths the Trmmes and the STaR. 


lin GLoBe is the leading daily in the 

BY av -Kansas Lead and Zine Mining dis- 

trict. Circulation over 11,000. A page of. ant 
ads, Send for sample copy. 


Y Ae E Kansas City oye otrery, morn 
includin —- one 0! 
Want ad mediums of the Gace , ae to % 


columns paid Wants Sunday; 7 to 10 columns 
daily. Rate, 5 cents s nonpariel line. 


NEBRASKA, 
HE Lincoln DatLy Stak, the best ‘‘Want Ad” 
‘ medium at Fosreeen ital, Leg yd 
circulation exceeds 12,000 
r . Special baturday rete, 15 wo ; only 
Stimes, 15 cents, cash. DaILv STaR, Lincoln, Neb. 


NEW JERSEY. 


LIZABETH DatLy JouRNAL is the only want 
E ad medium in Elizabeth. Home paper 60%, 
0% 





ers Union county. Largest circula 
advertising. 


NEW YORK. 
IP HE Poser. Express is the best afternoon Want 
ad-medi in Rochester. 





ROOKLYN DAILY RABLS, New York City. 
B ~ see advertising 
Carries more 


in the United States, 


7. TIMES-UNION, , of Albar Albany, ee York. Bet 
ter medium for wants and other a 
matter than any other a ot in 


ac greater than al. 
daily papers in that city. 


Ag er JouRNAL, Albany, N. Y., covers the 
field of Eastern New York for want or clas- 
sified advertising. 
IT DOES NOT PAD ITS COLUMNS WITH FAKE AD- 
VERTISEMENTS TO MAKE BIG SHOW. 


N pd Yas City the Staats Zerrune (OO 
daily, carrying the 
Want advertisements. It 
—. the great masses of intelligent Germans 
inand around the great American metropolis. 


gee Re INK, La egy weekly. The 
lead antad medium tor 
ell ord bh articles, advertis- 
written circulars, 
adwriting, half: 


‘other 





— ond mealums, mai 
novelt’ 
pe ber pean Mi my’ devices, 
tone making, and practi cally anything which 
interests and ap to advertisers and busi- 
ness men, Classified advertisements, ten cents 
a line per issue flat ; six words toa line. Sample 
copies, ten cents. 
OHIO. 
T= Dayton, O., HERALD has the call ~~ a ~4 
fled 3 Sa in Dayton. the 

home paper and gives results. 


MPHE Mans FIELD NEWS publishes daily m 
Want ade th than any other 20,000 popalation 
newspaper; 20 words or less 3 consecutive times 
or less, 25c.; one cent per each additional word. 
[THE TROY RECORD gives wants circulation 
1,138 homes (average for 1903) in Troy and 
Central Miami County, Ohio, Average last week, 
1,202, Thirty words, one week, 25c., extra words ic. 


ORInG the month of April, 1904, the Dayton, 
» NEWs carried 26 % more want advertis- 


tag thas La peewee extn ‘ itor, competitor, ts 
wice of its nea compass r. 
he News has just established 


fons in representati ft th i 
Want col Pp! Sitios he clty, and tts 


VIRGINIA, 
T= News LEADER, published every afternoon 
except day, Richmond, Va. 

circulation hd long odds (27,414 aver. i year) and 
the ized want advertisement medium in 
Virginia. Classified f- ts., one cent a word 
insertion, cash in advance; no advertisement 
counted as less than 25 words; no display. 
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PENNSYLVANIA, 

J eas | Chester, Pa., Times carries from two to 
five times more classified ads than any 

other paper. eRe 
HILADELPHIA, THE KvENING BULLETIN— 
Want ads in THE BULLETIN pay fora num- 
ber of reasons. First, in Philadelphia nearly 
ee a THE go Pag ory THE 


many th the largest 
Philadelp Ata new 
.) Third, THE BULLETIN Goes 

elphia homes chan oar 
other medium. 


Fourth, THE a 
—_ in its Ca ay 2 columns advertinemente 


nature, t. 
carry stamp er  ~ clauses, nor those th thatde do 
not offer legitimate employment. 


RUODE ISLAND. 





A GLANCE at the ‘Want” of the Provi- 
— 4 L, DatLy News convince an; 
reader tha it stands second to none in Provi- 


dence as ae ‘ Want” ad medium. We make a 
spostely of this business. One —_ a word first 
ime, 4 cent subsequent insertions. 


TEXAS. 
rr Worth SunDAY TELEGRAM—8400 paid. 
Wants, 1 centa word. A sure . Test 
solicited. 


T= XAS STOCKMAN-JOURNAL, Fort Worth Ou 
exclusive stock paper in Texas, reula- 
tion 12,000. Wants, 1 cent a word. 


BRITISH COLUMBIA, 

HE Victoria CoLo waar covers the entire proy 
ince of ee. odamabte (branch office in 
} ene ony ANT” ads appear in the 
Sunday ae then any other paper west of 

Ww innip “ne | following is commended to the 
ts n of aprertians looking for trade in B. C.: 
Sarel, of the B. C. Book Store (Van- 
ns 7 recently advertised in the Victoria Coz 
ONIST, the Vancouver News-Advertiser and an 





rs combined.”—Extract from a letter re- 
ved from cor ot the 
CoLomist. 


CANADA, 
HE Toronto Daity STAR isn to any 
advertiser who wants to cover the Toronto 
7 p. is the paper of the present and the fut- 
Sworn daily average ci circulation, 31,205, 


pee DAILY TELEGRAPH, St. >.2 B., aie L , 
want ad medium of the maritim 
circulation and most up- to-date nate roe 
rn Canada. — ads one cent a word. 
Minimum charge 25 ce: 


HE Montreal Danes Stak carries more Want 
advertisements than ail other Montreal 
Gotten — The Famity HERALD AND 
EEKLY STAR carries more Want advertisements 
San any 7 her weekly paper in Canada. 


HE Winnipeg “Free Press carries more 

Man. advertisements than other 

Canada and more ye sements 

than are contained in all the coe 

ublished in the —) ee 

| il iy the FREE rane ook 

a bl a! neral advertising 
SEptesun ion. 





than any 


HE great nar 
T the 


a aie 
Tae _ “_E dependent 


nt of 


iums combined. 


P| other Hamilton a six insertions for four 


ad rates one = a Wo 
cents a word 


Bri actual 
ad ot eadian paper, and as much as 

y 01 
thes che a sities LY covets combined. The 
EVEN i aa assified ads 


ished 34,222 cl 
"7 “iret two weeks in Ma 
Ww A 





Daily ave’ yeountry. Sk ion 
== 10,000 lines, 12 months, 6c. per ones ,000 
lines, 56. per line, Ste 
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manufacturers and jobbers alike. 
did not become a better informed busing 
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en Pay 


thetladvertising. There are others who pay 
ixs’ Ink—the leading journal for adver- 
Wednesday—and learn what all the 

#en these are not the extremes reached. 


3 /n0B S Manager PRINTERS INK, 


wT, New York. 
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A JOURNAL FOR ADVERTISERS, 
@ issued every Wednesday. Subscription 
price, five dollars a yon, in advance, Ten centsa 
copy, Six dollars a hundred. 


ADVERTISING RATES: 
Classified advertisements, Adverti: Agents 
and Want Ad Mediums, set in pearl, 
ning with a two-line initial letter, but containing 
no other type larger than pearl, 10 cents a line, 


@ page. 

Displayed advertisements 20 cents a line, pearl 
+4 15 lines to the inch ($3); 200 lines to the 

($40). 

e ae epoctted position (if granted), 25 per cent 

a onal, 

For position (full page) first on first or last on 

last cover, double price. 

For inside of cover pages or first advertise- 
ment on a right- page (full pages) or for 
the central double pages printed ac 
margin, 50 per a oeiene. 





centre . 
On time contracts the copy is re 


peated 
‘ails to come tohand one week 
in advance o' ef of publication. 
Contracts by the month, quarter or year may 
ey at = prensare of the advertiser, 
space or rata. 
“Two lines smallest advertisement taken. Six 
words e a line. 
everything appearing as reading matter is in 
serted free. 
Advertisers to the amount of $10 are entitled 


to a free <ubscription for one year. 


Cuarves J. ZINnGG, 
Publisher, 
Business Manager and Managing Editor. 
OFFICES: NO. 10 SPRUCE ST. 
London Agent, F.W. Sears,50-52 Ludgate Bill.EC 


NEW YORK, JUNE 8 1904. 
A BEAL ESTATE BOOKLET. 











The real estate man, in common 
with many other advertisers, assumes 
that the public knows all about his 
business. It is a curious trait of the 
advertiser, in fact, that while he is not 
always willing to credit the public 
with intelligence, he thinks there is 
no detail about his own affairs that is 
not generally known. And, on the 
other hand, it is a curious trait of the 
public that, while usually better in- 
formed on general matters than the 
advertiser believes, it is ignorant of 
technical business matters. 

* > * 


The public doesn’t know a great 
deal about real estate. In a vague 
way, of course, it knows that the real 
estate man will sell a house on install- 
ments or put a sign in an empty store 
and undertake to find atenant. But 
of the great big subject of real estate 
as an investment, good or bad, and 
the value of an expert’s knowledge in 
bays selling and managing the 
public really knows very little. The 


real estate man seems to be the last 
one willing to furnish information. 
His advertising is admirable for its 
optimism and “come on” arguments, 
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but decidedly weak in information, 
+ * * 


“Practical Points on Real Estate” is 
a booklet full of real estate informa- 
tion, sent out to property owners and 
investors by Ernest Tribelhorn, a real 
estate specialist at 42 Broadway, New 
York. There is a chapter on the ap- 
praisement of real estate, showing how 
location not only affects values, but 
determines what sort of building must 
be erected on a given piece of prop- 
erty, and at what cost, to make ita 
producer of profit. Every month some 
misguided investor makes such an 
error as that of erecting a Waldorf- 
Astoria in a dollar-a-day location. The 
true value of property is its earning 
power. Another chapter deals with 
management of property, keen super- 
vision of expenses, repairs, tenants, 
etc. Another deals with the benefits 
of co-operative management of prop- 
erties under an experienced agent. 
Still another goes into the subject of 
hotels and apartment houses, showing 
not only the profit of careful manage- 
ment of such property, but the value 
of kindly relations between master 
and employees. “Purchase of Real Es- 
tate” advocates certainty of a fair in- 
come rather than buying for large 
profits, getting property that will al- 
ways be marketable, avoiding “booms,” 
investigating previous record, etc. 
“Sale of Real Estate” shows the impor- 
tance of putting to the front the mer- 
its of property, and looking for the 
man who wants that kind of invest- 
ment. Exchanging, insuring and adver- 
tising real estate are treated succinct- 
ly and sensibly. The element of un- 
certainty in real estate is expounded 
in a chapter on “The Unforeseen.” 
Mr. Tribelhorn’s services to buyers, 
sellers and owners are treated in sev- 
eral pages of convincing detail as to 
the methods of “doctoring” sick 
buildings and putting them on a 
ow financial basis, the reconstruc- 
tion of bad running systems in office 
buildings, hotels, apartment houses, 
etc; the value of an expert’s examina- 
tion and report on property, the sug- 
gesting of improvements that will add 
to earning power, the wisdom of fre- 
quent inspections, the art of buying 
supplies and repairs at reasonable 
cost, adjustment of expenses, sublet- 
ting and other technical matters. The 
booklet will be a revelation to the 
average property owner, for it shows 























scientific business methods applied to 
a field that is, to an inconceivable ex- 
tent, dominated by mere “luck,” Mr. 
Tribelhorn appears to be an expert of 
an exceptional kind, but probably 
every experienced rea] estate man 
knows his own locality as thoroughly. 
If he would adopt this specialist’s 
methods of advertising himself by that 
knowledge he would unquestionably 
attract business of the most desirable 
kind. 





Tue J. E. Van Doren Special 
Agency has been appointed special 
Representative for the New Orleans 
Times-Democrat to manage all of 
its foreign advertising business, the 
appointment taking effect from 
June I, 1904. 


An excellent life insurance bro- 
chure, reasonably free from tech- 
nicalities, is used by the Mutual 
Protective League, Litchfield, IIl., 
to advertise its three forms of 
policies. Tables of cost show ex- 
actly what a prospective member 
will have to pay, and the security 
of the organization is made the 
subject of convincing argument. 








THE present action of the postal 
authorities is radical, and may re- 
sult in a series of suits similar to 
those provoked by the second-class 
matter exclusions two years ago. 
In the main, however, more good 
will be done than harm. Besides 
fraud orders against swindling ad- 
vertisers, restrictions are to be put 
upon the mail privileges of quack 
doctors, and the “lid” will also be 
put on certain objectionable forms 
of advertising in newspapers and 
magazines. Whenever a periodical 
prints advertising that, in the 
opinion of the postal authorities, is 
beyond the pale of honesty or de- 
cency the publisher will be notified 
to discontinue it. 
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McClure’s Magazine is sending 
out a series of fine fclders to pro- 
mote hotel advertising in the hotel 
directory that is a regular feature 
of its advertising section. No hotel 
is allowed in this directory unless 
it proves that it is first class. In 
small towns the advertising is re- 
stricted to one establishment, with 
as many as can show quality in 
large cities. 


AN oddity in literature for an ad- 
vertisement constructor is a little 
booklet entitled “The Tame Trout 
and Other Backwoods Fairy Tales,” 
by Francis I. Maule, the Philadelphia 
specialist. Mr. Maule got these stories 
direct from Ed.. Grant, the Beaver 
Pond guide, during a trip in Maine, 
and while chronicled in all serious- 
ness they irresistibly remind one of 
W. S. Gilbert’s admission concerning 
the “ Bab Ballads”—that “they are 
not, as a rule, founded on fact.” That 
detail aside, however, the tales are en- 
tirely suited for the family circle. 
They contain the imagination and 
originality peculiar to stories from 
the woods, and Mr. Maule has very 
skillfully preserved their native flavor. 
The little volume bears the imprint of 
Maine Woods, Phillips, Me. 





A NEW RECORD. 


With DY ay ter nrg pride’ the Evening Tele- 
vam feels justified in calling attention to the 
act that in its issue of Wednesday, May 25, a 

new record was established for the amount of 

advertising carried in its columns. 

The best record prior to em 
columns in a single number. totalamount | 
of advertising in the Lvening Telegram’s 
pages y day was 74 col , Necessitating 
added pages that the advertisers might be suit- 
ably accommodated and the publication of the 
news not be curtailed for the interest and en- 
tertainment of our constantly increasing read- 
ers. 

It is ] for a newspaper to break an ad- 
vertising record in what is erally consid- 
ered the beginning of the dull season, and the 
fact that the Evening ay pd did so is ex- 
ceptional testimony to the high appreciation in 
which it is held both by business men and the 
thousands who have found the small ‘‘ads” an 
admirable medium to facilitate trade.— The 
Evening Telegram, Herald Square, N.Y. 


was 68 

















THE ADVERTISING IDEA. 

Every up-to-date advertiser and publisher should be posted regard- 

ing the Advertisng Idea of the Century, The International Federa- 
tion of Advertising Interests. The plan and scope of this great 
organization js explained in detail ina pamphlet just issued. No in- 
telligent, thoughtful student of advertising can afford to say he don’t 
know anything about this great organization. Send five two-cent 
stamps for a copy to S, L. MORGAN, 532 Decatur St., Brooklyn, N. Y. 











! 
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A TIMELY advertising novelty 
sent out by the Inland Type Foun- 
dry, St. Louis, is a vestpocket map 
of that city, with a diagram of the 
fair grounds. 


A wINpDow feature that has 
proved very successful at the store 
of Catesby & Sons, London, is a 
war news bulletin service. The 
latest intelligence from the Far 
East is posted in the firm’s win- 
dows on large blanks the size of a 
one-sheet poster, specially printed 
for the purpose. A specimen bulle- 
tin sent the Little Schoolmaster 
reads: 

CATESBY’S CORK LINOGRAM. 

(Special Central News Telegram.) 


See eee eee eee HOHE EEE E EH EHEH EE EEE 


Catesby, London: 

The Central News correspondent re 
ports during Sunday’s attack on Port 
Arthur the Russian cruiser “Boyarin” 
was one of the ships torpedoed; the loss 
to Russia is very serious. 

N. B.—Any inquiries about Catesby’s 
Cork Lino should be made at No. 6s. 


“How to Get Subscriptions” is a 
little booklet sent to canvassers for 
the Ladies’ Home Journal and Sat- 
urday Evening Post, but there 
ought to be several illuminating 
lessons for advertising writers in 
its suggestions for interesting peo- 
ple in these magazines. After deal- 
ing with personal appearance and 
the methods of getting a hearing 
it shows how interest can be 
aroused by dwelling upon special 
features of the publications rather 
than generalities, and in an appen- 
dix are given forceful facts about 
the way the printing and mailing 
are done. Along with this booklet 
is sent another entitled “Tales of 
an Old Timer,” giving short stories 
from a canvasser’s experience. 


A FAIR REPORT. 
58 Sonne Somes Bidg., 
LoutsviLte, Ky., May 27, 1904. 
Editor of Printers’ Ink: 

In the current issue of Printers’ Inx I 
read with real interest ‘Daily Newspaper In- 
vestigations,” Paper No. VII., Louisville, Ky. 
Being familiar with the local advertising field, 
I can indorse the article as being a most fair 
presentation of the subject. It does justice to 
publications, and gives valuable information 
to the prospective advertiser. 

The writer shows careful research into local 
conditions, and treats the subject with a grasp 
and force of expression that gives dependable 
value to the paper. Yours very truly, 

Joun Herr Sutcuirre, 
Advertising Agent. 


The government of New South 
Wales maintains a press bureau, it 
is reported, paying a journalist in 
its employ a salary of $2,000 a year 
to write articles about the colony, 
These are sent to foreign papers 
gratis. 





“ACCORDING to Your Ability” is 
an interesting booklet sent out to 
members of the Nostrand Avenue 
M. E. Church, Brooklyn, by the 
official board. It gives a schedule 
of the church’s estimated expenses 
for the coming year and announces 
that a Sunday is to be set aside 
for ascertaining how much each 
member will pledge as a regular 
weekly payment. The regular pay- 
ment is contrasted with the habit 
of dropping loose change into the 
plate, and the manner in which the 
new plan has worked in other con- 
gregations is cited in its favor. 
The booklet is thoroughly busi- 
nesslike, as the following extracts 
show: 


A church like ours is a big institution 
to manage. In the first place it rep- 
resents an investment of $110,000 in 
ae and lands—quite a plant to 
look after. When we think of the tons 
of coal required to keep people warm, 
the amount of gas and electricity need- 
ed to light the buildings, the hundreds 
of chairs and cushions and the yards of 
carpet to be kept in order, and then con- 
sider the thousands of people who attend 
our services and meetings, we begin to 
realize that it is indeed no small affair. 
You are a part owner in this enterprise; 
its success depends on —— The man 
who drops in the plate the small change 
he happens to have in his pocket does 
not give thoughtfully; it is better to be 
systematic in giving as it is in every- 
thing else, not thinking how small the 
amount shall be, but how much I can 
give, and how promptly I can pay, so 
that there shall be no embarrassment in 
meeting the obligations of the church. 
Members, probationers, Sunday-school 
scholars, those who attend only the 
morning and those who can come only 
to the evening services, ali are invited to 
become regular subscribers—liberal, 
cheerful, thoughtful, intelligent, sys- 
tematic givers, ready to contribute to 
deserving objects, and if absent on col- 
lection Sundays the cause does not suffer 
because it is on the list, the money is 
set aside for it and the payment is made, 
on the next Sunday. A word about 
plate collections. Be generous—pennics 
are good, but it is possible to have too 
much of even a good thing; please do 
not reserve your coppers for church 
purposes. “The silver is mine, and the 
gold is mine, saith the Lord.” Kindly 


‘remember this when the plates are 


passing. 
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THE Dominion Atlantic Railway 
and Steamship Company, which has 
operated a fine line of steamers be- 
tween Boston and Yarmouth, is to put 
on a service, beginning June 25th, 
from New York to Yarmouth and 
Halifax, N.S. This is one of the 
most delightful of summer vacation 
trips, and large space will be used in 
advertising it in the dailies and promi- 
nent weeklies. The business will be 
put out by Frank Presbrey Co. 


GrorcE M. BABcocK, advertising 
manager for Bamberger & Company, 
Newark, N. J., has resigned his posi- 
tion for the purpose of taking up some 
enterprises of his own in California. 
When Mr. Babcock took charge of 
the advertising department of Bam- 
berger & Company, six years ago, the 
firm was doing a business of about 
half a million annually; last year the 
business of the house was five times 
greater—pretty conclusive evidence 
that no serious error was made in its 
department of publicity. Walter S. 
Moler, lately of the Fourteenth Street 
Store, New York, will succeed Mr. 
Babcock on June 15th. 


CHOCKFUL OF INFORMATION, 


George P. Rowell, for thirty-six years pub- 
lisher of the American Newspaper Directory, 
is now sending out the 1904 edition. It is the 
same remarkable and invaluable book that it 
has been for years, except that it is brought 
thoroughly up to date. There is only one 
American Newspaper Directory,and that is the 
directory which the advertisers regard as their 
Bible. It teems with important facts and fig- 
ures, gathered and presented without an iota of 
partialit to friend or discrimination against 
those who for years have opposed Mr. Rowell 
and the book of information, which is easily 
one of the most important factors in modern 
advertising. To the many who esteem the di- 
rectory and the few who oppose it, it is alike 
found of inestimable value. A general adver- 
tiser endeavoring to do business without Row- 
ell’s directory would be very much like the 
spectacle of a printer trying to get along with- 
out ink, For 1904 the directory includes the 
usual description of all the newspapers and 
a ublished in the United States and 

ada and Newfoundland, and of the cities 
in which they are published. It is chockful of 
information. — Newspagerdom, N. Y., May 


26, 1904. 
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Topics of interest to the men 
who build circulation will be dis- 
cussed at the sixth annual conven- 
tion of the National Association 
of Managers of Newspaper Circu- 
lation at St. Louis, June 13-15. Pa- 
pers have been prepared by D. B. 
G. Rose, Louisville Post; Robert 
L. McLean, Philadelphia Bulletin ; 
W. J. Darby, Toronto Mail and 
Empire; J. R. Taylor, Grand Rap- 
ids Press; W. T. Arkinson, Buffalo 
Courier; W. H. Gillespie, Detroit 
Free Press; J. W. Magers, Balti- 
more News; K. T. Boardman, Min- 
neapolis Journal; and ¥ 
Moore, Indianapolis Sentinel. 





WHEN the guests of the Hotel 
Imperial, Atlantic City, sit down 
to their meals they have placed be- 
fore them not only a menu enumer- 
ating the dishes from which to 
make a selection, but also have a 
newspaper on the same bill of fare, 
which is printed on a small flyleaf, 
attached to the left hand corner of 
the bill. This paper contains the 
news of the day condensed. It 
gives the visitor all the news de- 
sired for a day’s pleasure. Besides 
telling of events happening, it gives 
directions how to get to the piers, 
when the horse show will take 
place and where it is to be held; 
how to get to the railroad stations; 
informs the diner that Atlantic City 
is fifty years old and will -give a 
jubilee celebration in June, and a 
fund of other valuable information. 
Such a bill is truly a novelty, and 
the guests at the house are highly 
pleased. The menu-newspaper has 
made a hit, and the prospects are 
that it will be adopted by other 
hotel men. The paper is called 
Imperial News. It is printed daily 
and is the idea of Mr. W. Chandler 
Stewart, manager of the Imperial 
Hotel. 











(ge omerp- Advertiser. 


** Alabama’s Only Metrepelitan Newspaper.’’ 
Sworn Net Paid Circulation for 1903: Daily. 11,071; Sunday, 15,0513 
Weekly, 13,567. Accorded Double Golden Symbol (@@) by 
The American Newspaper Directory. 
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“PERHAPS my ads ain’t the best 
that could be written, or pretty to 
look at, but they pay me, and I 
don’t see no reason to improve 
em,” say some advertisers. When 
indifferent advertising brings re- 
turns it is the best possible indica- 
tion that better publicity would in- 
crease them. 


Most people are too busy to read 
long-drawn arguments. Have an 
idea. Begin with this idea like the 
crack of a pistol. If it is a good 
idea, little argument is needed. It 
will be understood if clothed in 
simple language. Simplicity does 
not mean bad grammar and slangy 
phrases—rather a nicety in the 
choice of words. Short, sharp sen- 
tences, like blows straight from 
the shoulder, make the strongest 
hits. Only deceit needs a flowery 
verbiage to cover its falsity. Truth 
flourishes best in the open. The 
argument made, stop—the quicker 
the better. Brevity and concise- 
ness are always clear, never blur- 
ted, and point the way straight as 
an index finger at a road fork. 


THE general passenger agent, in 
advertising his one commodity, 
travel, is incidentally advertising 
all other commodities. Increase 
of travel means increase of every 
business under the sun. First, the 
people who travel spend money for 
better clothing, for impedimenta of 
all varieties, for literature about 
the places they are to visit. When 
likely to live better than when at 
home—or at least to spend more 
money for food, lodging, side trips 
and comforts. Travel teaches them 
new ways of being comfortable, 
and when they return home they 
are practically certain to enlarge 
their scheme of living according 
to new, liberal views they have ac- 
cuired. Travel is an education. It 
is more directly educational than 
the schools, and the scholars are 
more receptive and quicker at get- 
ing their lessons. Therefore, the 
general passenger agent, in adver- 
tising his road—or better yet, all 
roads—is a general benefactor, and 
those narrow enough to oppose his 
efforts are standing in their own 
light and the light of several mil- 
lion more of us. 
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IN the first-page advertisement of 
the Indianapolis Star, printed in 
PRINTERS’ INK for May 25, paragraph 
two ought to have read, “The investi. 
gation will cover a period of two 
months, ending April 30, 1904.” 





MAGAZINE advertising continues to 
increase, and the number of magazines 
is greater to-day than ever before. 

The fact is that the advertisements 
have become to the reader one of the 
most exciting features of the magazine, 

The man who asserts that he tears 
off and throws away the advertising 
pages is becoming less and less fre. 
quent. And it is probably safe to as- 
sume that certainly sixty and probably 
eighty per cent of the readers of the 
magazines at least casually glance over 
the advertisements. That a very large 
percentage of the readers do more 
than this, and actually read the ads, 
is proven conclusively by the results 
that come to the advertisers. 

The fact is that not more than one- 
tenth of those who might profitably 
use magazine space do use it. 
There are literally thousands of manu- 
facturers in the country who could 
increase the sale of their product by 
judicious use of magazine space. 

As in all other forms of advertising, 
there are two ways of getting results 
from magazine space. One is to use 
small space and persist in it year after 
year, the result from such a way being 
necessarily slow, but practically cer- 
tain. The other method is for people 
who are in a hurry and who are will- 
ing to pay for speed: that is, to use 
large space in practically all of the 
good publications and to use it long 
enough. 

The magazine advertising will not 
do it all. The product must be right, 
the business management good—and 
this latter includes an intelligent and 
effective following up, not only of in- 
quiries, but of dealers in case the 
goods are not sold direct. 

Even a very small space used per- 
sistently for a series of years will 
eventually establish a trademark in- 
delibly in the minds of the people. 
An expenditure of a few thousand 
dollars per year will in the course of 
time establish a trademark that will 
practically, without exception, be 
worth several times the total cost of 
the advertising —Advertising Experi- 
ence, 
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“Tue Field and the Paper” is a 
strong little booklet from the 
Daily Advocate, Paris, Texas, tell- 
ing on alternate pages some of the 
reasons why this town is one of the 
most prosperous in that State and 
why the Advocate is a desirable 
medium for reaching its people. 
The Advocate publishes its cir- 
culation in the Roll of Honor. 


THE story of varnish-making from 
the time the fossil gum of the kauri 
pine is gathered by New. Zealanders 
until the finished, guaranteed product 
is ready for the brush, has been made 
up into an interesting story-booklet, 
“The Varnish Tree,” for Edward 
Smith & Co., New York and Chicago. 
A Roycroft style of typography is 
used for the telling, and beneath each 
page of text is a letter from somebody 
who has sold or employed Smith var- 
nishes. The brochure bears the im- 
print of Edwin H. Haven, New York. 


A DISTILLER at Columbus, Ohio, 
has been sentenced to a year’s im- 
prisonment and a fine of $500 for 
refilling the square bottle of Mount 
Vernon Rye with his own product. 
This sentence was passed under the 
Ohio statute of 1898, which was 
designed to cover such frauds. 
Two members of the firm of 
William I. Strauss & Co., 27 War- 
ren street, New York, wererecently 
sentenced to ten days in the City 
Prison and $500 fine for knowing- 
ly having in their possession coun- 
terfeit trademarks of a well-adver- 
tised brand of whiskey. The Ap- 
pellate Division of the New York 
Supreme Court has affirmed the 
decision. 
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INTERESTING FACTS. 

With the June issue the advertising rate for 
the Butterick Trio, which is composed of the 
Delineator, over 950,000 circulation; the De- 
signer, 250,000 Circulation, and the New Jdea 

oman’s Magazine , 200,000 circulation ,will be 
$7 a line, less 5 per cent; for any space less than 
two columns ; $72 line, less ro per cent, for any 
space for a double-column advertisement; $7 a 
line, less 15 per cent, for pages, when the same 
size advertisement with same copy and with the 
same key is ordered. That makes the net rate 
to the advertiser $6.65 for space less than two 
columns, $6.30 for double columns, and $5.98 
a line for pages for a circulation exceeding 
age each issue. 

his change in rate has been instigated b 
the fact that the Delineator, being a muc 
older publication, and much better known, has 
overshadowed the Designer and the New /dea 
Woman's Magazine (because their circula- 
tions are comparatively small) to such an ex- 
tent that many advertisers have not given them 
the consideration they deserve. For their cost 
they are clearly as valuable to an advertiser as 
the Delineator, and by this change in rate the 
advertiser can secure now 1,400,000 circulation 
ofa higher uality at less cost than any other 
woman’s publication. 

The on gon circulation about a year ago 
was checked up against the Delineator’s cit- 
culation of 225,000 names of subscribers on our 
books received during the months of Novem- 
ber and December,and the most careful check- 
ing developed the fact that the total duplica- 
tion of circulation between the Designer and 
the Delineator did not exceed 5,000 names for 
the whole circulation ; and in checking up the 
New Idea Woman's Magazine in the same 
way it was developed that the circulation of 
the New Idea Woman’s Magazine did not 
duplicate the circulation of the Delineator 
more than about 1,200 names. 

After ascertaining these facts and being sat- 
isfied of their accuracy, and having personal 
knowledge for the past three years that the 
Designer is steadily growing in its volume of 
advertising, based upon its profitableness and 
use to those advertisers who are giving it a 
fair trial at the same time they are using the 
Delineator, and while the New Jdea Vo- 
man's Magazine has increased in circulation 
tremendously within twelve months, it has also 
increased its advertising much faster and tu the 
profitable satisfaction of those who are using it. 

I felt that the best way to bring these two 
smaller, equally valuable magazines to the 
notice of the Delineator advertisers was to 
combine them in one rate, and for that pur- 
pose the change has been made. — 7homas 
Balmer in Woman's Herald for Men. 











by far the most 
zine in its line in 


PHILADELPHIA, May 19, 1904. 





We recognize that Printers’ 
Inx is in a class all by itself and is 


Ws. Simpson, the Zvening Bulletin. 


influential maga- 
the world. 


Business Manager 
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Tue F. F. Pulver Co., Rochester, 
N. Y., “makers of original celluloid 
novelties that advertise,” send a 
batch of their products consisting 
of bookmarks, stamps and memor- 
andum books, buttons, blotters, etc., 
which are commendable for their 
beauty as well as for their practical 
purpose. 


A TRUTHFUL SHEET. 


For six years it has been our 
custom to furnish detailed state- 
ments of our circulation to the 
American Newspaper Directory. 
Reference to its 1904 issue will 
show that the National Advertiser 
is therein rated at 717, net paid, 
less all free, unsold and returned 
copies—National Advertiser, May 
14, 1904- 


Stx postal cards in an excellent 
imitation of handwriting are sent 
to hotel and resort managers by 
the New York Evening Post to 
interest them in its advertising 
space. The last card of the series 
reads: “Why did Printers’ INK, 
the national authority on advertis- 
ing, say, “The Evening Post has 
been for several years the best 
evening paper in America for hotel 
advertising; the advertiser who 
will use but one evening paper in 
New York City will, nine times in 
ten, act wisely in selecting the 
Evening Post’? It ought to know.” 











Tue bankruptcy petition of the 
Pettingill Agency, recently filed at 
Boston, breaks all records in that city 
for length, it is said. The total liabil- 
ities amount to $1,217,000, of which 
$1,205,000 is unsecured and distrib- 
uted among 7,000 creditors, chiefly 
newspapers. Ass2ts are scheduled 
nominally at $30,787.82, represented 
in cash, which is in the hands of the 
receiver. Some 250 creditors hold 
stock in the Dr. Greene Nervura Co., 
which is said to be practically worth- 
less. Among the largest creditors are: 

Journal $2770.11, Telegram $1542.80, 
Times-Union $2169.89, of Albany, N. Y.; 
Constitution $5946.18, Atlanta, Ga.; 
Vickery & Hill, Augusta, Me., $2056.97; 
Commercial, Bangor, Me., $2239.20; 
Beckwith Special Agency, New York, 
$22,209.44; Herald, Binghamton, N. Y., 
$1247.01; Globe $20,471.79, Advertiser 

Herald 25,077.39, Journal $820.- 


3” We Farmer $540.02, 
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Republic 
\ c $1740.46, 
Youth’s Companion $3032.75, of Boston; 


Record $9076.98, 


: , $951.92, 
Transcript 


raveler $2320, 


Eagle $8903.50, Standard-Union $3125, 
38, and Times $4489, of Brooklyn, N, 
Y.; Courier and Enquirer $5711.15, Ex. 
press $1981.44, News $5248.74, Times 
$4312.61, of Buffalo, N. Y.; News and 
Courier, Charleston, Ill., $1500; Ameri- 
can $19,028.46, Chronicle $2119.87, Ex- 
aminer $2274.68, Inter-Ocean $6184.60, 
News $6200, Newspaper Union $20,061.- 
75, Record-Heral $3950.23, Tribune 
$6000, of Chicago; Commercial Union, 
Fayette, $2683.94, Enquirer $4794, Post 
$1351, Times-Star $4566.73, of Cincin- 
nati; Farmer $3776.37, Leader $3550, 
Press $4700, of Cleveland; Denver News 
$3000, Free Press $5136.88, News $7717, 
of Detroit; Herald $511.26, Globe $1436, 
News $1046, of Fall River; Fitchburg 
Sentinel $1837.03; Shore Line Times, 
Guilford, Conn., $2447.42; Hartford, 
Conn., Times, $4938.57, Indiamapolis 
Sentinel, $2248.54; Jersey City Journal, 
$2289.75; Journal $5324.47, Star $5150. 
38, Word $2008.75; of Kansas City; 
Kellogg Newspaper Company, New York, 
$31,098.78; Lincoln, Neb., Journal, 
$2052.89; Los Angeles Times-Union, 
$1650; Courier-Journal $5225.01, Times 
$1244, of Louisville; Citizen, Courier 
and Journal $1091.49, Sun $4000, of 
Lowell; Memphis Crssmesciel-Acvesl, 
$2550; Milwaukee Journal $1736.50, P. 
Ugebladt & Co., Minneapolis, $5826.46; 
Newark News $4645, American Journal 
$22,646.05; Century $3183.68, Collier’s 
Weekly $5071.31, Commercial Advertiser 
$2996.40, L. H. Crall $3765.06, Delinea- 
tor $1628.70, Frank Leslie’s Weekly 
$2437;  Harper’s $3128.17, Herald 
$2442.32, Jewish News $1068.21, Ladies’ 
World $1151.54, Life $1911, Mail and 
Express $2937, McClure’s Magazine 
$2070, Munsey’s $4479.68, Newspaper 
Union (W. H. Remington) $38,221.05, 
Newspaper Union and Atlantic List $15,- 
553, People’s Home Journal $2151, Puck 
$2346, Post $2033, Press $3506, Review 
of Reviews $3992, Scribners’ $1907, Suc- 
cess $5272, Sun $18,301.80, Telegram 
$4790, Times $2197, Tribune $2159, 
World $34,595, all of New York; Omaha 
World-Herald $2388, American $5424, 
Inquirer $8700, Record $6818, Lene 
$3239, of Philadelphia; Chronicle-Tele- 
graph $1145.19, Commercial Gazette 
$2642, Post $1148, Press $3082, of Pitts- 
burg; Oregonian $4184, Telegram $1236, 
of Portland, Ore.; Journal and Bulletin 
$6792.60, Telegram $5370, of Provi- 
dence, R. I.; Quincy, IIl., Whig $4047.- 
68; Globe Democrat $6300, he ublic 
$10,769, of St. Louis; Dispatch $3060, 
Globe $1259, of St. Paul, Minn.; Bulle- 
tin $2800, Anthony & Scoville $5724, 
Chronicle $4360, Examiner $2382, Pacific 
Coast Newspaper Union $4054, all of 
San Francisco. 

Besides these claims there is a lengthy 
list of creditors on merchandise accounts, 
the principal being as follows: Advertis- 
ing Plate Company, New York, 46,120.- 
95; American Type Foundry Company 
$20,041.51, C. iA Peters & Son, 145 
High street, Boston, $3157.37; Adams 
Express Company $1008 and F. G. Per- 
Dorchester, 


rine, 33 Bellevue street, 


198.00, 


ost $9035.88, $198.6 














Mr. CHARLES MULFORD ROBINSON 

ints out the “Artistic Possibilities 
of Advertising” in the ag ey of 
the Atlantic Monthly. his is Mr. 
Robinson’s second contribution to 
the series of articles which the 
Atlantic is publishing on commercial 
subjects. His first appeared in the 
March issue, the subject being,“A buses 
of Public Advertising.” Mr. Robinson 
is a member of the National Com- 
mittee on Municipal Improvement of 
the Architectural League of America 
and secretary of the American Park 
and Outdoor Art Association. 


THE Minneapolis Journal says 
editorially with regard to the In- 
ternational Federation of Adver- 
tisers: 

In these days of organization there 
is undoubtedly much to be gained by 
association a large advertisers with 
each other for the purpose of develop- 
ing the value of different mediums of 
publicity, and the most effective ways in 
which to use them. Advertising is as 
yet a comparatively new art, and affords 
abundant opportunity for study and ex- 
periment for the purpose of producing 
the best possible results. This organi- 
zation, moreover, proceeds upon the 
theory that advertising is an investment, 
the value of which the investor is bound 
to take into account and figure upon as 
closely as he would upon the cost of 
the goods to be advertised or upon any 
other item of expense incurred in pro- 
ducing and handling them. It contem- 
plates a broad field of operations. It 
undertakes to do a great many things 
for the advertiser which in the nature 
of things he cannot do for himself. In 
ep! and placing his advertisement 
e will have facilities through this or- 
gary for finding out such facts as 
é might wish to learn with reference 
to the probable disposition and the abil- 
ity of the public in any particular lIo- 
cality to buy what he has to sell. In- 
formation bearing upon conditions in 
different sections and the facilities for 
reaching those sections will be collected 
and classified and made instantly avail- 
able to any member on application to 
the headquarters of the association. 
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AN excellent little pamphlet from 
the Record of Christian Work, 
East Northfield, Mass., reproduces 
the statement of circulation that 
was made to the Roll of Honor, 
together with this vigorous credo: 

We believe in known circulation. 

We believe that the space buyer should 
know the quality as well as the quantity of 
service he purchases. 

We believe that the publisher should assist 
the advertiser giving such information as 
will enable the advertiser to best prepare copy 
for that particular publication. 

We believe that the publisher should allow 
only clean, reliable advertising to appear in 
his publication, thereby protecting the sub- 
scriber and the advertiser. Advertising copy 
therefore is subject to our approval. 

An advertiser buys something more than so 
much white paper when he takes space in a 
magazine. He receives, in addition, the pub- 
lisher’s approval of the advertisement, his 
recommendation of it to the subscriber, 
the distribution of it to a select list of people, 
constituting a market wholly inaccessible ex- 
ont through that particular publication. The 
value of the publisher’s endorsement, the value 
of the distribution, the value Of the market 
thus opened, increases rather than depreciates. 
So why have discounts for time or space ? By 
so having, a publication virtually admits that 
the service rende comes less valuable 
longer it is used. Advertising in magazines is 
a service rendered by the publisher, space be- 
ing but one factor of that service. . 

, Our rate is uniform. Ten cents per agate 
ine. 


This publication also issues a 
rate card that conforms to the spe- 
cifications given some time ago in 
Printers’ INK for a card uniform 
in size and information, designed 
to fit the advertiser’s card index. 
This card measures 3%4x5 inches, 
and gives rates, number of words 
to line, number of lines to page, 
size of printed page, date of clos- 
ing, restrictions on advertising 
copy, and so forth. The circulation 
is not mentioned. In the space 
where it should appear the publish- 
er says: “Circulation growing; see 
Roll of Honor or any other reli- 
able directory.” 
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@@ Address all correspondence, 
payments, orders and copy for 
S@ advertisements in PRINTERS’ 
INK to the Business Manager 
a@ of PRINTERS’ INK. 
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THe New York American and 
Journal now gives blue trading 
stamps with each issue. A coupon 
printed opposite the heading is 
good for two ten-cent stamps of 
this color at any branch office of 
the Benedict & Macfarlane Co. 
Fifty cents’ worth are given with 
the Sunday issue. 


ANOTHER dinner was given Bos- 
ton textile manufacturers at the 
Hotel Lenox in that city recently, 
the host being Franklin P. Shum- 
way of the Shumway Agency, Bos- 
ton. Textile advertising was the 
theme of the evening, and some 
very interesting papers were read. 
The speakers were Arthur B. 
Hitchcock, Boston representative of 
the Curtis Publishing Co., H. S. 
Heitkamp, of the Gilbert Manu- 
facturing Co., New York, and S. 
G. Rosenbaum, of the National 
Cloak and Suit Co., New York. 
The latter reviewed his advertising 
experiences of the past twenty 
years. He said that sixteen years 
ago his firm expended something 
like $2,000 for advertising, while 
this year’s appropriation is some- 
thing like $170,000. He gave a 
number of instances where goods, 
which at first thought would not 
seem to be adapted to successful 
pushing by advertising, had within 
a comparatively short time gained 
a national reputation by that 
means, to the great profit of the 
manufacturers. In his discussion 
he emphasized the necessity of per- 
sistency in advertising. In looking 
into the future he prophesied that 
the time will come when some 
firm or combination of firms will 
buy the wool from the sheep’s back, 
spin it into yarn, weave it into 
goods, cut the cloth, make it into 
suits for men and dresses and 
cloaks for women and sell them 
direct to the consumer. 





Tue British advertising agency 
of Gordon & Gotch, which is prac- 
tically international in its scope, 
recently celebrated its fiftieth an- 
niversary. American advertising 
men probably know best the Lon- 
don office of this firm, but it was 
established at Melbourne, Au- 
stralia, originally, In 1853 John 
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P. Gotch, a young Englishman who 
arrived in Australia by way of 
New York, abandoned a career in 
the Victoria goldfields and founded 
the agency with Alex. Gordon, at 
that time conducting a small news 
and advertising business in Mel- 
bourne. The latter soon withdrew, 
leaving the business to Mr. Gotch, 
From this beginning the agency 
grew until it now has offices in 
London, Melbourne, Sydney, Bris- 
bane, Perth, Wellington, Durban 
and Capetown. The London house 
was founded in 1867. Both of the 
original founders are dead, and 
the various offices are under differ- 
ent managements. The original 
Melbourne house is a stock com- 
pany, managed by a board of direc- 
tors, of which Frank Davies is the 
head, and the business in Tas- 
mania, Western Australia and 
New Zealand is under its control. 
The Sydney managers are H. P, 
Ward, J. Elliott and T. Ridley, and 
the sphere of their influence covers 
New South Wales and its depen- 
dencies. The enormous extent of 
territory in Queensland and New 
Guinea is controlled from Bris- 
bane, the management being vested 
in Mr. Sydney W. Jones. The 
Iondon house is under the sole 
control of W. J. Berrill and A. E 
Berrill, nephews of the late Mr. 
Gotch, who have opened branches 
at Cape Town and at Durban, in 
South Africa. Gordon & Gotch 
not only undertake to place any 
sort of advertisement in any pub- 
lication in the world, but also con- 
duct an immense business as news 
agents and distributors of periodi- 
cals. Outdoor advertising in its 
various branches is directed at the 
different offices. The Sydney of- 
fice furnishes a press service to 
Australian papers, the Brisbane 
house conducts a great printing 
and publishing plant, and the Au- 
stralian offices are agents in that 
part of the world for several Am- 
erican manufacturers of presses, 
type and printing apparatus, not- 
ably Goss and Babcock presses, 
Barnhart Bros. and Spindler type 
and the Addressograph. An inter 
esting booklet sent out from the 
Brisbane office gives a history of 
the house, 
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) “A BUSINESS’ “establishment can no “SOME Sunken Rocks in Adver- 
f more afford to be careless. and slip- tising” is a Butterick Trio booklet 
n ehod.in its advertising then: in any \containing a recent address by 
d other department. : Thomas Balmer. Mr. Balmer em- 
t ee phasizes the principles of adver- 
8 E itacoaen’ H. /Srrpeet, fornetly tising that he has evolved from his 
‘ with the: Wallace Addressing Ma- researches and experience, and 
', chine Company of New York, has which are used as themes in his 
L opened a Western. office at the advertising of the Butterick Trio. 
y Pontiac Building; Chicago, for-the Advertisers who would appreciate 
2 sale of the Wallace’ meee ma- these teachings in compact form 
- chine. : .°, can doubtless be accommodated by 
n — addressing Mr. Balmer, Butterick 
r © Wiu1aM CULLINGTON; sis “ad- Building, New York. 
F vertising tobacconist Of: Red: ‘Bark, = 

N. J., recently: livened’ the dali “CoNcerninc Tyre” is an excel- 
; season in his town' by the:ofd plan lent little handbook for the use of 
' of putting high-priced goods: in advertisers and those who super- 
i the window and: marking: them vise printing. Written and pub- 
i down ten cents a day. Brier pipes, lished by Ambrose S. Carnell, 167 
‘ gold mounted and valued at from West 1o2nd street, New York, it 
4 $4 to $6, were thus featured, and begins by telling just how type is 
1 the interest created resulted: in made, what it is made of, how it is 
“ sales of other goods at regular divided into body letter and dis- 
d prices, y. play faces, and so forth. The vari- 
, SSSssa— 7. 2! ous sizes and styles are shown in 
. ‘ (A LITTLE periodical that | proves specimen pages, and in brief com- 
if its right to’ be: classed with» ‘the pass there has been added a great 
‘d several publications’ issued by ad- deal of sound information about 

vertising agencies > is The CH engravings, the preparation of 
4 ‘Book, the first number of: which, printer’s copy, printing terms and 
. dated ‘March, is sent: out by :Cal- technicalities, proofreading, paper, 
E ‘kins & ‘Holden, the ‘New York presswork, binding, estimating cost 
2 “copy” agency." Besides specimens of work and other details. Few 
. ‘of the agency's ‘work iit:deals with ‘books on this subject contain so 
> ‘the principles upon which» service much ‘plain, reliable information 
. ‘js founded—attention’ to filling. the for the novice, and in its sixty-five 
h ‘space rather than buying it, arid ‘small: pages there are facts that 
y ‘to following up the inquities it will often be needed by the ex- 
“ “produces. > ipert- printer. 
I- - 
ys 
i- . | We take pleasure in @ndloniz herewith order for advertis- 
ts ing in the Roll of Honor and check for $18.72 in prepayment for 
‘the same. We-would ask that you kindly correct the circula- 
f- tion’ re a in accordance with: our statenient furnished you 
: ‘Weare very very glad to renew this contract, as we feel strongly 

-| that a place in the Roll-of Honor has a great deal of weight 
bi -| with people who have. advertising to place. 
. Or publication is: rather waleten as it is strictly a class 
at eee It is distributed only to the Electrical Contractors of 
n ‘|. the country and.it, is ot lished entirely in their interest. It 
S, ; reaches practically every reputable contractor in this country, 
it | and being devoted to. their interest, it is read by them with 
8, _| more care than the ordinary trade publication. 
W.. H. MORTON, 
mi : qneie the National Electrical Contractor. 
i | lies! N. ¥., May 18, 1004. ¢ 
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A WELL-WRITTEN, well-arranged 
and well-displayed advertisement 
attracts to the advertiser’s place 
of business large numbers of peo- 
ple, who invariably become pur- 
chasers. Clear, concise and direct 
statements impfess the minds of 
the readers of advertisements. 


The many “schemes” employed 
by unscrupulous advertisers to 
swindle just within the limits of 
the law are treated in an intérest- 
ing article entitled “The Eternal 
Gullible” in Leslie’s Monthly for 
June. Some of these swindlers have 
lately come in contact with the 
Postoffice Department with con- 
siderable abruptness. Fraud orders 
have been issued against the Ma- 
jestic Lace Company, 26 West 
Sixteenth street, New York, and 
a general movement is afoot to 
break up the transactions of con- 
cerns that have not lived up to their 
advertised promises. The lace 
concern offered to furnish work at 
home, promising that at least $15 
a week could be earned by a lace 
machine that sold for $2. The 
inspectors say that the machines 
so sold did not cost more than 26 
cents to manufacture. It was found 
that in the four months the com- 
pany was in existence outfits 
amounting to $2,500 were sold, and 
that less than $150 was paid out 
for lace made on them. The price 
paid for medallions was two cents 
each, and the inspectors ascertained 
that, working ten hours a day, not 
more than thirty or forty could be 
made by one person in a day, and 
that out of 1,250 persons who were 
induced to purchase outfits less 
than a dozen sent in enough work 
to reimburse them for the cost of 
the machines, 

HAVING outgrown its former 
quarters, the famous Philadelphia 
jewelry firm of Bailey, Banks & 
Biddle moved into its pretentious 
new building, Chestnut _ street, 
above Twelfth, the other day. The 
building has a frontage on Chest- 
nut street of 75 feet and a depth 
of 235 feet. The ceilings, heavily 
paneled, are finished in tinted ivory 
and the floors are of mosaic de- 
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sign. Artificial light is furnished 
by incandescent bulbs and by 
groups of electric lights in the 
ceiling covered by opalescent 
spheres. All the showcases are of 
solid mahogany. The departments 
for displaying diamonds are a 
feature of the new store. In these 
rooms the customer may enjoy the 
utmost privacy while the goods are 
being shown. The diamond rooms 
are lighted by reflectors in the 
ceiling. On the east side of the 
salesroom is the art gallery, also 
illuminated by reflectors. In the 
rear are the offices. The business 
was founded in 1832 under the 
name of Bailey & Kitchen, the 
partnership being Joseph T. Bai- 
ley and Andrew B. Kitchen. Upon 
the death of Mr. Kitchen the firm 
became Bailey & Co., and subse- 
quently the Bailey, Banks & Biddle 
Company. Joseph T. Bailey is 
president of the company and 
Charles W. Bailey is vice-presi- 
dent. This -firm is not only th 
oldest of its line in the Unite 
States, but has as the present time 
the largest establishment of its 
kind in the country. The store has 
been entirely planned by the offi- 
cers of the company and has the 
most perfect appliances. A pneu- 
matic tube service throughout the 
factories to the store floor carries 
articles in a second or two to every 
department. The system of elec- 
tric lighting is unique, attractive 
and effective. The telephone sys- 
tem comprises fifty stations 
throughout the store and factories, 
and is perfect. The motive power 
throughout the building is elec- 
tricity. All vaults, cases and re- 
ceptacles for valuables are pro- 
tected by the Holmes electric pro- 
tective system, rendering it im- 
possible for any articles to be dis- 
turbed without immediate police 
protection. The judicious plan- 
ning of the store has resulted in 
the most perfect day lighting, and 
it is probable that no establish- 
ment of any kind has been so well 
arranged for the comfort and con- 
venience of its patrons. The ad- 
vertising of this firm is placed by 
the Gratz Advertising Agency, 
toor Chestnut street. 
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er ee 4 ater ’ 
PRESIDENT OF THE AMERICAN NEWSPAPER PUBLISHERS’ ASSOCIATION, 


BUSINESS MANAGER AND TREASURER OF THE BOSTON “GLOBE, 
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A PERIODICAL leaflet called What 
to Say and What to Do is sent to 
retail dry goods men through the 
West by the advertising depart- 
ment of the Ely & Walker Dry 
Goods Co., St. Louis. It contains 
simple, forceful advertising truths, 
with suggestions that can be ap- 
plied directly in retail publicity. 


THE growth of the Regal Shoe 
Co. from year to year is one of the 
many evidences of the value of in- 
telligent, persistent advertising, 
backed up by good merchandise 
and modern business methods. 
Eleven years ago, E. J. Bliss, the 
originator of the Regal plan of 
selling shoes, opened his first New 
York store at 1341 Broadway. 
This spring he has twenty-two 
stores devoted exclusively to the 
sale of Regal Shoes in the New 
York metropolitan district. It is 
believed that the Regal occupies 
more space in New York City than 
any other retail merchant handling 
but one line of goods. New Regal 
stores are bcing opened all over 
the country, fifteen being added 
to the list this spring, making a 
total of seventy-two Regal stores 
in the United States and England. 
Mr. Bliss spends thousands of dol- 
lars in attractive windows. Last 
year his buzz-saws created great 
excitement. Last fall he used the 
Cooper Hewitt mercury vapor 
lights to dazzle and attract pedes- 
trians. The Cooper Hewitt light 
was a scientific novelty when it 
appeared in Regal windows. Even 
the newspapers had heard very 
little of it, and the demonstration 
produced a sensation. This spring, 
radium is being exhibited in the 
Regal windows. Mr. Bliss bought 
about all the available radium in 
the country and sent tubes of it to 
each store. Consequently it hap- 
pened that in many cities the first 
exhibition of radium ever seen by 
the people generally was in the 
Regal windows. The Regal adver- 
tising campaign this spring is very 
heavy. Liberal copy is being used 
in nearly all the leading magazines 
and the newspaper work is in- 
creased. Then Ben B. Hampton 
Co., New York, is placing the 
business. 
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A FOLDER about Fort Collins, 
Col., gives information regarding 
banks and deposits, industries, 
wages received by 1,000 wage-earn- 
ers, climate and character of Lari- 
mer County, which has an area of 
5,000 square miles. Though the 
folder has but eight pages, room 
has been found for four illustra- 
tions, notably one of the famous 
Colorado potatoes in their native 
lair. This piece of literature is 
issued by the Fort Collins Weekly 
Express, which is the only paper 
in its town eligible to the Roll of 
Honor, 





Successful Advertising 


How to Accomplish It. 
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A Book for Retailers and 
Young Men who Begin 
the Study of Adver- 
tising. 


Price $2.00 


Where the usual volume on 
retail advertising quotes stale 
advertising phrases and gives 
hackneyed specimens, Mr. Mac- 
Donald's book searches out the 
inner advertising principles of 
each business, and sets it forth 
clearly and briefly. His matter 
all through the book is distin- 
guished for compactness and 
clarity,and is written in a 
sprightly, forceful way. 
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The above book will be sent 
postpaid to any address upon 
receipt of two dollars. Ad- 
dress Business Manager, Print- 
ers’ Ink, 10 Spruce St. , New York 























THE MAN IN THE MAIL CAR. 
(W. D. Nesbit, in Chicago Tribune.) 
No flag is snapping over him, 

No band is playing loud; 
Tigre are no cheers in strident vim 

From some applauding crowd; 

But night and day he toils away, 

ant his work is done— 
No ranting fifes or bugles play 

To lighten his long run. 


He has no time to think of fear, 
Or talk of pluck or nerve, 

With danger always lurking near 
In every lurching swerve. 

The swaying lamps make shadows dim 
To taunt his straining eyes; 

The jolting car makes mock of him 
As madly on it flies. 


It may be north, south, east, or west— 
The mail must hurry through. 

The postal clerk may take no rest 
With all these things to do. 

He does not see what waits ahead, 
Nor cares what lies behind— 

The hungry mail racks must be fed, 
To all else he is blind. 


Sometimes you stand beside the track 
And see the mail train race, 

And white above the rolling sack 
You see his toil-smudged face. 

So, 1, day and night, the postal clerk 

fighting time and sleep. 

Heo only oes his country’s work— 

And countries hire men cheap. 


Some day, perhen, pace lift him out, 
All limp, and still, — 
He will have found his Tast ae route, 
This man who works the ma 
No romaing drums the hush will fill 
hen he goes to his rest; 
And all the mails will hurry me 
North, south, and east, and west. 
a 


“Yes, our George is so fond of art!” 

“Indeed!” 

“Yes. He can remember all the pic 
tures that go with patent medicine ad- 
vertisements and tell just where each 
one belongs.—Cleveland Plain Dealer. 


a. os 
Classified Advertisements. 
Advertisements under this head two lines oe 


without di. , 0 centsaline. Must 
n in one week in advance. 


WANTS. 
ARTED--Gesond- pant Cox Duplex o—serer. 
ng press o' e capactt . RRALD 
PUB. on Anderson, Ind. " 


W AXTED— Experienced adwriter with good 
recommendations. ETTENSON & SONS, 
Leavenworth, Kansas. 


ANTED—Second hand 4, ae 4, ¢ and 8 ie- 
W “bar Duplex Part ress, REGISTER 
PUBLISHING ¢ CO, Danvilles — 


rasmus be ‘State or New and in a 
; must be making money and 
condition. “KAY.” woare Printers on Ink. _ 


A*Bitious Position wilt e:Davis graduate Steen ot 
vertis ponres er. 
FRANK H. COL. Sa Pisin, Ma " 
Mie than 235,000 copies of the aoe edi- 
tion of the World are sold in Greater New 
rk every day. Beats eats any t two other papers. 
DWRITER, Powell graduate e, desires position; 


, executive abilit anywhere, 
“ADVERTISING, ” Gen. Del. Paterson. A “N. 





PRINTERS’ INK. 
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ERNALD’S NEWSPAPERMEN’S EXCHANGE 
established 


id in all Cg Send for boomlet. ie 
Main 8t., Springfield. M: 

A Dymatiang sslisaoe in New York City 

that can give resuits is desirous of repre- 


senting a r. 
sion. “HUSTLER,” P. O. Box 672, New York. 
ANTED, AGENTS—We have them that sold 
‘our dozen in three hours. Made seven 
dollars profit. Send $1.2 for three-dollar outfit. 
DEP’T A, THE GOODSPEED MFG. OO., Ann 
r, Mich. 


Aw young man man (2%) d desires to 

trade paper in New York on a or 
salary-commission basis. journal 
fm 5 = go Address SASSIDUOUS” oere Print- 





Yous woman with practical RnowSoden of 
cat vertining, desires position 


1 BOD comes ration 
 —% L. SCHUMANN, p18 N. Paulina Street, 


Chicago, 1 
Teper JOURNATSIV. your advertisi 
ent actively represented in the 2. 
nite. one or two first-class profita 
bly. quarters, ress “CHI- 
Go, # a= oof Printers’ Ink 
ANTED—A case of aa eof bad health that RIPANS 
TABULES will not benefit. hundred 
millions of the Tabules have been yh in = le 
= and a peckegs containing ten 
ught at any drug store for five cats. 
ATED tee connected wi with the newspaper 


ollecti) Seminegy Se for six years 

would like to take ol — je Change of ee 
ora of Becurty Col ANK W. RASTALL, 
ore of Secu: Coltertion Agency, 220 N. Frank- 


‘ADVERTISER'S ASSISTANT—Wanted, a pest. 
tion where | can assisst advertiser to pre- 
pare and place copy; year’s experience in adver- 
tising; college man; age 24; salary moderate. 
Address G. V. K., 353 W. i$ W. 2th St.. New York City. 


ber —y’ HEADACHE CURE CURE—Immediate relief 
for sick, nervous, or bilious headaches, neu. 

ralgiain its severest forms, and nervo' us troubles 

arising from overinduigence in cating, ‘drink 

or excesses of kind. Dee a 

rs EEZEK MANUFACTURING CO 


GUccmaruL advertising s solicitor wants posi- 

tion as Chicago representative for maga- 

zine: salary or commission. Refer by permis- 

sion to Thomas Balmer, Delineator, New York. 
A. J. GOULD, 

3195 Malder Malden 8t., Chicago, Ill. 


ADVERTISEMENT writer, writer, age 35, Page-Davis 
graduate, with certificate of % per cent. 
Previous experience in fine printing, office sys- 
tem, correspondence and retail store manage- 
ment. What opening have you for a reliable 
mant Address “ AD-MAN,” )-MAN,” Hopkinton, Mass. 


ARTNER WANTED—Sell third interest aw 
established 50 miles Phila. 


newspaper En- 
tire plant new. Owner, ——S is partner 
take charge com) Not question of 
price as much as kin of man and ability as 
Drintet ok If oo up $500 cash, giving secured 
000 additional, investigate this. Address 
PARTNER.” care Printers’ | Ink. 


IMPRESSIONS. 
A Magazine of Business-Making Ideas. 


The organ of Canadian Advertising Interests. 
A typographical beauty. Send 10 cents for a 
sample copy or $1.00 for a year’s subscription to 
IMPRESSIONS, 9 Toronto St., Toronto, Canada. 


ple ny AND SOLICITORS — You can 
make $100 to $500 a month with a little 
work, a Ay coun o oy, Ay: new and origi: 
plan I have worked ow proved to be . sure 
a It’s a — 


} a amped. 1A m to 
men right in youre own town. Write for 
information it e Ty 


3% Ackerman Building, 
Binghamton, N. Y. 
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OUNG MAN oe 

Yoo ae aclatant tn advertising f dopare 
ment or Been oe HAS HASTEY, Fe dham, 
New York City. 


ey sdvertising an¢ and mail-order depart- 
Philadel; use desires change. 
my in all ao ‘Of, advertising ‘and 
er business, meee of the finest ca’ 
1 oof ‘its kind in the co 
ntensely iterates = mail order week. Thee. 
oughly capable of c of departmen 
= A yghe is needed, ,- onnapens 
news| an auemcy refer- 
ences. “ DRANOC,” care Printers Jnk. 
YOUNG MEN AND WOMEN 
of ability who seek positions as adwriters 
and oe, managers uld — the classified col- 
umns 0 NE, ness for 
adv adh in ales weekly at 10 Spruce St, 
New York. adver tisements will be inserted 
at 10 cents eer ‘in six words to the line. PRINT- 
— is the school for advertisers, and it 
a week more employin; adversisers 
than any other publication in the United States. 


DVERTISEMENT T WRITERS. especially be- 
ginners, will have an exceptional! opportu- 

nity to demonstrate their ability and make 
maser Ww writing to us. We will tell you how 
to start a business of your own at home which 
will do more to —, your reputation as an 
adwriter en years of ordinary experience. 


WELLS & CORBIN, 
Suite B, 2219 Land Title Bidg., 
Philadelphia. 


A aon ARE YOU Saar ED oa 
with your present om or or cnlory, 
not, —_ a co For boo We have 
8, oo ean  eaeetitin 
men, Technical, 
clerical and ¢ Sueoutive men of all kinds. High 
grade er. 
HAPGOODS (IKC.), 
Suite 511, 309 Broadway New Tok. 
Suite 815, Pennsylvan a Bldg 
on ae Monadnock law thacnee. 
Suite 1926, Williamson Bldg meg. ‘Cleveland. 
joneer r Bldg., § * 


WY ANTED Clerks an and age with common 
school educations only. who wish to qual- 
ity for ready positions at ‘a week and over, to 
rite for free copy of A new us and 
rsements from lead concerns ps 
where. One graduate fills "S00 lace, another 
$5 and any number earn $1 The best 
clothing ad writer in New York owes his suc- 
cess within a few months to my teachings. Ve- 


cLL, savertiing and Busi- 
82 2 Temple | Court, New York. 


Wy 45TED — ADVERTISING MAN FOR DE 
PARTMENT STORE. 








mand exceeds su; 
GEORGE H. 
ness Expert, 


A large New England store requires a first- 
class man to assume charge of its department of 
advertising. Must be a man broad in his ideas, 
progressive in his ih 
sistent in his work. He can have charge of the 
show windows as well, and will receive the same 
daily department report that gdes to the mer- 
cnandise manager; in fact, he will be given every 
opportunity to work intelligently. He must also 
be strong on high-grade folder work. If you are 
not a first-class man, able to command a good 
salary, do not reply to this advertisement. If you 
feel sure you fill the requirements address 


ds, persistent and con- 





THE HOWE & 8STETSON CO., 


New Haven, Conn. 





PRINTERS’ INK. 





eee ~ attention of 


Ww 
for the preparation 0’ 


—_<+2+—__—_—_ 
ADVERTISEMENTS WANTED. 


ARDWARE DEALERS’ MAGAZINE. Ciren. 
lation 17,000 (O@@). 253 Broadway, New York. 





TRADE JOURNALS. 


ARDWARE DEALERS’ MAGAZINE. Ciren- 
lation 17,000 (@@). 263 Broadway, New York. 





PERIODICAL PUBLICITY. 
ARDWARE DEALERS’ MAGAZINE. Ciren- 
lation 17,000(@@). 253 Broadway, New York 

— ++ 
CLASS PUBLICATIONS. 
ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,000(@@). 253 Broadway, New York. 
STOCK CUTS. 
7. CUTS—For ali lines of business. Send 
catalogue. BINGHAMTON CUT CO, 
10 Main 8t., Binghamton, N. Y. 
4 
DESIGNERS AND AND ILLUSTRATORS. 
ees. illustrating, engrossing, illumi- 
“on vin; ogra, , art print 
ing. "TH LEY DIO, reay, 4 

INSTRUCTION BY MAIL. 

UMAN NATUKE TAUGHT thorough! 
H mail or no pay. Sousien tI I. and ay 


es from Lessons free. SCHOOL OF 
RaTORE. Athens, Geor; _— 





PAPER. 


B BASSETT & SUTPHIN, 
oes ee —— a oF gal York oN. 
whit nite fo for b bigh crane catalogues. 


———— — +2891 
RUBBER STAMPS. 
ORTY CENTS pa: Lh a rubber stamp fac- 


simile of your stamp under 
3 inches, 10 cents we e. All w 4 





Ask for am A. EMBREE ‘ING CO., 
Belton, Ti pie: 
ADDRESSES. 
(HERE ARE NO BETTER LISTS of eat Order 
ae in existence than booms, are the 
ie jending accurate compilers in the u.S. Sample 


new names, ayo "AMERI RICAN MAIL 

ADVERTISER CO., Chicago, Il. 
—_+o+—_——_ 

INDEX EX CARDS. 

lI? you nog A save money 0 money on your index card 

suppli oar ores rect from 
'ANDARD INDEX CARD CO., 
Rittenhouse oe 
Mfrs. of Index Cards exclusively. 


a 
DISTRIBUTING. 


cnCUL ERS distributed i in 20 towns. Rate# 
ry low. Best of reference. 15,000 pieces 
covers  tarritory. 
J. ¥. CLARK, 
Conway, Arkansas. 
STATIONERY. 
HOTO STATIONERY makes business. 1,00 


, $2. 
90. Money back if not 
Any tg 8300 A N.Y. 
—+or——_——_ 
CIRCULAR LAR MAILING. 


Wai PLACE YOUR CIRCt CAROL ARE or Booklets 

ith the Ay te rder Buyers in 

the country, $2.00 te oh dup. Our sys 

tem is Fast the the tht fr the introduction of new 
Shicago, Lik asa 


Sen oS or special 














ROM a heed Sr wet | 


nweetkw Oe We kOe n 74 


-ee0me fos. 4 


oe 2 &@ wes oS Se eee a | 


—— 















MAILING pale 





MATCHLESS MA lightest and 

TX Ly ro ALENTINE, 
Mfr., 178 Vermont 8t., Buffalo, N. ¥. 
———_+oe-—_——"——"" 


ADDRESSES FOR SALE. 


1451 %% SRR Rett! 


25 16,Siaret Retr ban wrk Es 
ALBERT HANSON, Montgomery, Ala. 





NEWSPAPER BROKER. 





UYERS and soltere of & spepastinn 
gy gethe <= oe, mi advan 
ritaoot, pec A long list of 
TE a ag J. La 
Michigan P Broker, Jack 





—————__+—or—_____———_ 
FOREIGN TRADE PRESS AGENTS. 


rts in trade rnalism, collect 

yhoo ions ebrountodt Sree I reat Britain for 1! 
rs, su) news ani 
= Mince invited. 


HALF TONES. 
E py ~ to estimate on your halftones 
44 newspa: or other work. 
gTANDAKD ENGRAVING ., 61 Ann St., New 


Delivered when bap ‘acco! Sites the order. 


Sd for same ke Co., Knoxville, Tenn. 


E 


— 
PROPRIETARY REMEDIES. 
HE BLUE GLASS INHALER. A new t¢ 
thi: hich 


NY, No. # Spruce 8t 
phates sola 
PUBLISHING Bees. OPPORTUNI- 


wa to live in New York Yort a 

Ant mae : 
Youcan acquire a spfend Saree 
Which you can make worth 
And athe time make a good 

8 ou 
To graduate from the small town. z 

Carve out a career and live in the world’s centre. 
EMERSON P. HARRIS, 253 Broadway, New York. 





MAIL ORDER. 

OMror borin MAILED. Mailing Lists furnished 
for ae CS Et LM, O. Dealer. 
Our system ‘ect. Our lists AMER- 

ICAN MAIL  DVERTISER co., Chicago, I. 

FORSALE—Canadian good, iy , live, profitable mail 

Cagde wy © 6 een menced at 
po ragwer of $8800 ast year, size 
‘a’ r 
. parcours —~ ga to inquirers ad- 
MAIL ORDER,” care of Printers’ Ink. 
TOBACCO. 
UXURIOUS SMOKING — Provided use 
I, oegace earns peeaeet 20 





Bm. of pot and ands fully qpoaete a4 
and perfe North Leaf. 

can’t buy it ny Be We furnish - 

direct —. factory. smoking 


ean ae 





PRINTERS’ INK. 


COIN CARDS. 


$3 Whe WEEE: LEME 


1,000 BSE estat 





ILLUSTRATORS AND ILLUS ILLUSTRATIONS. 
SENIOR & CO., Wood ood Engravers, 9 Gpréce 


H. St., New York. Service good and prompt. 
Ure fae od pcg tha achat a 
now 
Mr. G°E. Snyder, Inte of 
and Binner, N. ¥. We are work in these 
Unie mo ot ertisers in the 
us your requirements and 
x3 eit pe Tad to submit estimates. SNYDER 
- Kllsworth 





HOUSE-TO-HOUSE : DISTRIBUTING. 


HERE is only one age’ that hes an estab- 
T lished reputation for ry houseto- 
house distribution of adv 


references from wey, leadi 
WILL A. MOL’ N 
eticen Advertisi Distributor, 
442 St. Clair St., 


+94 
DECORATED TI} TED TIN BOXES. 


Ty veautifully: tin 

You can ae 

boxes can be decors cae 

pay OR (te ms 

ma things, Let 
a Ty tL . million vas- 

eline boxes and riots desk re- 


minder called “ Do It Now vit is free: so are 
any sam 
. auindicay STOPPER CO} COMPANY, 


Brooklyn, New York. 
The largest maker of Tin Boxes outside of the 





HOTELS. 
pg Ay poe TEL WILMOT, 
pa 
now one-third larger 
fe ; the 
new addition 
smoking and writing 
roonis and other 
conveniences. 
Just a step from 
the Pennsylvania Ry. 
Station. 
THE RYERSON W. JENNINGS CO. 
PRINTER TERS. 
Write. R, R. CARLETON Omaha, 
: eb., for copyright lodge cut cut catalogue. 


OOKLETS, CATALOGUES, CIRCULARS— 
Bovanorte PRI NTING’ fina 60° Reo SY. Y. 
B" eage tor 81 ber $i ace to Bt at g00 com Oder 


ProporsorsrRW ART PRESS, Chicago. 


C COMMERCIAL I PRINTING 
FAC-SIMILE TYPEWRITTEN LE 
designed ted commercial station- 


a of fac-simile typewritten letters 
which are so Cy hy Mo Ag 
Hy ne et Say te cathy conviasing Got tre. 
quently leads the way to further business. If 
you want this sort of service, a request for esti- 
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ADDRESSING MACHINES. 

PM ay mACEINES He type used in 
~" Fy ae 


largest p — 


or circulars. A w rates. 

Waltace & od 29 Murray 8t., New York, 510 

Pontiac Bidg., Chicago, Th. 

[HE STANDARD AUTO ADDRESSER is a high 
speed addressing machine, run by motor or 

foot power. System embodies ex idea. 

Prints visibly; perforated card used: errors im- 
ble; operation simple. Correspondence so- 


att: JOLINE & CO., 





lberty Bt. » New York. 
PREMIUMS. 
O° ay oy “PURSES make fine prem- 
and bill pu the top 
notcher, = ’em all. Cheaper t by dozen. 
BURNETT PRINTING CO., Printing and Leather 
Novelties, Rocheste: r, N.Y. N.Y. 


YON & HEALY’S NEW PR PREMIUM CATALOG, 


- i $ 
tars used one firm f 
emiume. Write for Moth wim 1M CLERK, 


& Healy, 199 a oy PR 2 
pa goods are trade boo ibe, Thou- 


publishers 


FOR SALE. 


OR SALE—Evening daily and jwentely newspa- 
per; ities democratic, county seat; 
ah fs of Sates ponatation abo. Address “W. 


R 8ALE—Old-established household month! 
publication. ans property, reasonable 
rice for quick sale, Address “OC. A. P.,” 1733 
Avenue, Chicago, Ill. 
OUNTRY weekly new: 
California. Value, 
If you wish to makea 18 change f. 
inv —_.- this. 1 


View, 


r. Best section of 
Terms if desired. 

‘or health or profit 
CHOLS, Mountain 


THE DONELLAN DUPLICATOR. 

re rfect satisfaction and is used oor 
vernment, ‘—.. Steamben 
prose ca Stan Price. 
$1.2%up. THE MAYLEW C( * "Baltimore, Md. 
ILL sell all or a part interest in Democrat 
paper in Democrat Co.—Co. seat, 3,000—at 
once; $3,100 for all. “B. 74,” care of Printers’ Ink. 
Weed established week! ye just out- 
+4 N. if A village id pros- 
or required” Reason for 
maling oie a ieee other new 

SMALL INVESTMENT,” care 


ice, 


Ad- 
ters’ Ink. 
roe San SALE CREAP—Just 1 the thing for an up- 

prioting or bookbin 
ment. One complete set. “neari new, of Weather- 
ly iron and brass blocks in wood cabinet, 
being about t 900 pie 





Cost $396. $225. 
Address “B. H. M.,” care of Printers’ Ink. 
Fo yase GALE One 2, eight, col column four or eight 
Press, P oo a 
OO hes stereotype outfit, chases, tabl 


npeed, hour ¢ page 01 + 12,000 
hour 8 ~~ Press ig in first clase os 
dition and will sold at a a bargain to ea 
chattel _m: .»  BLANDIN, RICE & ‘GIN, 
1,300 Building, Cleveland. Ohio. 

OB pei pa paw & &. Ny of 2,000, doing prac- 
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CEDAR CHESTS, 


OTH-PROOF Cedar Cente. -Made of fragrant 
ay: rn red A, oy , Sbaoketely proof 
EDMONT FURNITORE Co., SStatesville Ne 


SUPPLIES. 


W D. WILSON PRINTING INK CO., Limited, 
e of 17 Spruce St., New York, sell more m 
ames cut inks than any other ink bouse in 


‘Special prices to cash buyers. 


pnts, 8 onpER For $2.50, cash with order, 1 
will se: sheets of the best carbon paper 
in the world. Tt not “re best you ever used re. Te- 


tama at m: Wit JOE sheets, 
ree SOuNSTON, ON Printers” Ink Pres, 
alten eo Street, N w York 


DoOxiNE-4 aa non-burni 4 
stitute for lye and gasoline. Do: 
te and improves the suction renee "tt 
will not rust metal or hurt the hands. 
mended by the best printers for "clean 
protection of halt- —. For sal 72 

and manufactured by the DOXO MA FG CO., 
Clinton, la. 


GrICKY as paste can “an be made and ready for use 
Kony he opens cold water to Bernard 
Cold-Water ite Powder, Peers the favorite 





in the U. 8. 
AG ENGY, 46 N. State 8t., Chicago 


BOOKS. 


a gg ae Po. a ie se, "Pat x mailed 
. & A. B. LACE Patent and 
Trade Mark Expe erts, , Washingto nm, 


66 ports FOR PRINTERS.” hg 
ete mk ideas and good —. “Cone 
for . 2c. postpaid. 
HER, Dayton, 0. 
vrpuirony AND “PRACTICE OF ADVERTIS- 
ING , Comptete jessons in one = 
5 1 the salient principles of 
advertising used by the mot a successful 
to-day. 0, prepaid. G WAGENSEL- 
LER, LL.D., 400 Sugar St., Middleburet: Pa. 
HATS A DOLLAR FOR A BOOK THATS 
WORTH A HUNDRED TO ANYBODY 
containing “1500 son We offer a a ae 
cont ~ ae. sayings, ca 
mottoes, ntroductions, etc St ., tha 
attention = J 1.00 postpaid. 
E BEAR PUBL; SHING Co., 
ion Square, New York. 
DVERTISERS’ AID, 161 La Salle St., Chicago, 
IL, Vol. 6, No. 24, for May is just off the 
press. It contains a carefully compiled list of 
high-class monthly, weekly and semi-weekly 
magazines, agricultural, religious and mail-order 
mediums, embracing the cream of the American 
press. It gives the latest advertising rates in 
detail of many of the papers and the one-time 
rate of over 400 papers. Advertisers should send 
2c. postage for sample to abo to above address. 
LEE wo ‘wr Earn Money at Home. 
ETTERING. er Write Show-Cards, 

Every retail merchant can become a proficient 
show-card letterer, with reasonable practice, in 
a short time, and write his own show-cards ina 
neat and attractive manner. Clerks can utilize 
some of their spare time during the dull summer 
months for practice, thereby adding to their 
business qualifications, and thus becoming more 
Valuable to their employers. 

Complete outfit, consisting of Osgood’s Sample 
Alphabets, with complete instructions (copy- 
righted book), one of the celebrated Osgood 
Fountain Brushes, and four packets of ink tab- 
lets, different colors, each packet makes a half- 
pint of combined writing and marking ink; all 
of the above postpaid on receipt of One Dollar. 
J. P. OSGOOD, 106 Fulton St., NEW YORE, 
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TYPEWRITTEN I _Seapeceed 


ITATION typewritten letters wh’ 
[ect aa A ant samples free. aMITH PRINT. 
ING CO.,81¢ Broadway, Toledo, Ohio. 


T THE BERKSHIRE PRESS 
Are fac-simile letter specialists. They do 
their work in the best manner possible at mod- 
erate prices. Mail order and general commer- 
cial printing of a high order. Inquiries solicited 
THE BERKSHIRE PRESS, 
21-23 Ann 8t., New York. 





ADVERTISING FOR ABSTRACTERS. 


I* each county in the United States there ought 

to be at least one good, strong firm or indi- 
vidual whose word is final on any question of 
land titles. 

For these three thousand business men I offer 
aunique service--ads and special literature for 
their line and no other, 

An experienced abstracter myself, 1 know how 
to get the business. Toa ready familiarity with 
every detail of searching titles and making ab- 
stracts there is added the rarer knack of mak 
ing it pay. Nor does my working knowledge of 
the printer’s craft come in amiss, either. 

So, if you are in this business, and at the same 
time a reader of PRINTERS’ INK, you’re just the 
client I’m after. And it will pay you to tie to the 
one specialist writing title advertising exclus- 
ively. 

A good abstract business, properly managed, is 
a little mint. And rightly promoted, it can be 
made to pay anywhere. 

To the man who thinks his calling too digni- 
fied (1) to be aided by modern publicity 1 have no 
message. But to those who are willing to work 
more and make more I can suggest a plan that 
will soon bring surprisingly profitable results. 

Send data and $1.00 for 4-inch pulling ad. 

Address 

GEORGE VAUGHAN, 
P. O. Box 31, 
Lockesburg, Ark. 
cue Qiiemeenes 
ADVERTISING N(¢ NOVELTIES. 
ET Wa! - 4x7, 1,00 1,000 for Fs? includ 
e leather.” 


ad. “ Wear NK & SON, 
Printers, 5th above Chestnut. Philadelphia. 


6 Mey waz WALLET”—the en noe LS nov. 


¢ and 
Traveler” Catalogue, te DAY Kov. 
ELTY ADVERTISING WORKS, "Kno, Ind. 
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HE “EXACT CIRCULATION” OF A 
USEFUL ADVERTISING NOVELTY CAN- 
NOT BE DETERMINED, BUT IT REACHES 
THE RIGHT PERSON AND GOES ON AD- 
VERTISING YOUR BUSINESS, EVEN IF 
HE PASSES IT TO AN ESTEEMED FRIEND. 


CELLULOID ADVERTISING NOVELTIES 
—HIGH CLASS. 

PULVEROID SIGNS—BEST INDOOR 
SIGNS MADE. 

CAMPAIGN BUTTONS—CAPACITY 500,000 
A DAY. 


F. F. PULVER COMPANY, 


RocHESTER, N. Y. 


Write for samples and prices of Novelties that 


Advertise. 





Ane YOUR BUSINESS WITH AD- 


VERTISING NOVELTIES. 


Leather Toothpick Case filled with turned 
maple picks. A nice pocket piece. Ad printed 
on case, Sample, 0c. 100, $3 50; 500, $11.00; 1,000, 
$25.00. Agents wanted. 

A Bright Steel Nail File, in metal-bound 


leather case. Ad on case. It will make friends 





I gi your busi with 
Buy them m direct. I aa —— | 
holder, soothates EL in Jeather case. 
Sample of each, 10c. na-0. KENYON, Owego, NY. Y. 
| ee Hy SIGNS; light Soe most 
durable and . Com- 
Ss line of Celluloid Novelties aoe 
free. F. F. PULVERCO., Rochester, N. Y. 


EA 
L= THER AD. NOVELTIES- ES—Match penetra 


he gerade Ho 
watch fobs Row pe in ces is quantities 
BURNETT P Pr PRIN Ro po. Printing : and Leather 
Goods, Koci ¥ 
RITE for sam combination 


Kitchen Hoo oad Bill File. Keeps your ad 

before the wife and business man. THE 

WHITEHEAD & HOAG co., Newark. N. J. 

Branches in in all large cities. cities. 

Pree ot on oo CONVENTION SOUVENIRS, 
attractive, sub- 

stantial a and ch — Fair 


ly v: World's 
souvenir, 10c. 
WICK HATHAWAY’S C’RN, Box 10, Madison, O. 





and cust Sample, lc. 100, $3.50; 500, 
$15.50; 1,000, $30. Agents wanted. 

Buy them direct of the maker. If interested, 
send 2c. with copy for printing on your letter 
head. State how many you can use. We will 
send you proof and the samples that you may 


see how good they are. 


J. C. KENYON, Manufacturer, 


Owego, New York. 
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[HE MEEK & BEACH COMPANY, 
Coshocton, Ohio, 
Manufacturers of 
SIGNS, NOVELTIES, CALENDARS AND FINE 
LEATHER GOODS 
for advertising purposes. 


Have special facilities for manufacturing high- 
grade lithograph metal show cards, tea trays 
and other specialties for advertising purposes, 
Our factories cover six acres of floor surface 
and our employees embrace the most skillful 
artists and craftsmen in the world. If you are 
interested we will have a sales expert see you 
at once. 





Signs properly placed in retail stores reach all 
newspaper readers and all street car passengers. 
They also reach those active buyers who neither 
read the newspapers nor ride in the cars to the 
stores in which they buy. They reach all active 
buyers. They reach them at the very moment 
they are intent on buying. 


W e manufacture metal signs of every descrip 
tion, from the simp‘est design in few colors and 
plain lettering to the most elaborate in many 
colors and of intricate design. 


Trade-marks, packages, figure work, anything 
that can be reproduced by lithography on paper, 
we can lithograph on metal. Metal does not 
shrink or stretch; the surface is absolutely 
smooth and hard; hence, the lithograph effect 
is much superior to paper or cardboard. Signs 
lithographed on metal cost less than signs litho- 
graphed on paper, because no expensive glass 
covering is required. Hence there is no break- 
age. Metal signs last practically forever. If 
you advertise for the purpose of increasing your 
sales, then advertise at the right moment—the 
moment the buyer enters the store TO BUY. 





For twenty-five cents we will mail a beautiful 
copy, On enameled metal, of a genuine French 
china plate, showing Sargeant’s portrait of 
President Roosevelt, so artistically executed 
that it will pass for china. 


If interested in signs write and we will send a 
sales expert to see you at once. 
THE MEEK & BEACH Co., 
Coshocton, Ohio. 

















ADVERTISING MEDIA. 


PRINTERS’ INK. 





ADVERTISING MEDIA, 


(PRaNTon TIMES, 
N. J 


” 


guaranteesiits 
daily circulation 
one quarter year, 
ending 
April 30th, 1904, 
15,003. 


003, 
10,000 more than 
all other local dailies 
combined. 

New rate card 
August ist, 1904. 


CHAS. T. LOGAN, 
Foreign Advertising Manager, 
Tribune Buildings, 
Chicago and New York. 


10 % pr line for advertising in THE 
JUNIO it, Bethlehem, P Pa. 


A™ person advertising in in PRINTERS’ INK to 
the amount of $10 or more 1s entitled to re- 
ceive the paper for one year. 


THE CHRONICLE, Charlotte, N. C., is the best 
advertising medium in the afternoon field 
between Washington and Atl and Atlanta. 
Pectat -25 words, ds, three months, oe 4 
n THE REFLECTOR, a lively weekly 
FLECTOR PUBLISHING CO, CO., Brooklyn. 


IVE hundred EVENING (ENING CHRONICLES are sold 


ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,000(@@). 253 Broadway, New York 


cae HARTFORD CONNECTICUT, TIMES. 

As the capital of the state and the center of a 
big insurance business, Hartford is a point of 
more than ordinary interest. 

The people in business there say there is no 


siti 


among the newspapers, because the 





on the streets of | Charlotte py A Saturday 
ae This is a cir 


OWN TALK, Ashland, Oregon, has a 


aran- 
teed circulation of 4,500 co ples each issue. 
Roth other Ashiana are rated at less than 
1,000 by the American in Rewspaper Directory. 


* 000, 00 TRAVELERS can be reached 

monthly through the eastern 

and weaker — of the Travelers’ Railway 

Guide. Write for particulars to 24 Park Place, 
N. Y., or 158 Adams St., Chicago 


‘(HE AMERICAN MAIL ADVERTISER is an at- 
ana ‘os nt clasp envelope, mailed 

. O. Buyers in all States Mail- 

aver rising matte; is our business. AMEK. 
IGAN MAIL VERTI ER RTI ER OO., Chicago, LIL. 


ima 1 month in th in 100 Ry coventry 
wee _ rs, circulation, 
100,000 wi 4 fal Ate a applica ee. We 
have other lists in the Stiddle est. CHICAGO 
NEWSPAPER UNION, 10 Spruce St., New" York 


0, 00 GUARANTEED circulation, 2% 
its a line. That’s what the 
PATHFINDER offers the advertiser every month, 


ing a 


nized by all leading mail-order firms. If 
te u are advertising and do not know of the 
ATHFINDER, you are 


something good. 
Ask for oe oe rates. THE PATHFINDER, 
Washington, 


Times gets all the business it wants and the other 
three take what’s left. 


(Extract from an i 9 


atireat 





of CO 
newspapers recently made by Printers’ Ink and 
published in that paper of April 13, 1904.) 

The actual daily average cf the HaRTFORD 
Times for 1903 was 

16,509 copies 
The TrmEs is a member of the Roll of Honor. 
PERRY LUKENS, Jr., 
New York Representative, 


2% Tribune Building, New York. 
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Evenina CHRONICLE, North Carolina’s 
TD ibrigniest test and best afternoon re. the 


‘oon paper Charlo Charlotte 
gg 8 znor e. "3 REOORD is is the quly ne 
ver was tami 
coun SB iponn ben . it is the on y COUntEy 
daily in the whole wide world 
lished under like conditions—no job de ent, 
no m, no county or cit; 


y 

ronage. No other country daily eq 
service—36 county and border towns are drawn 
upon daily for news. It claims to be the best 
coun on earth—it publishes an average 
of over 100 local and county news subjects and 
— = issue est number 158). It 


.r.m . 
re Cinesifieds 30" 30 weeds or less, one —— mabe. 5 
extra words, ic. 

a 4 


CARBON PAPER. 


I WANT a trial order for carbon paper—best in 
the world. If not the best you ever used re- 
turn * ay expense. Prices 
ects, any | outer. 


“ “ 





Address, with ch 
wM. JOHNSTON, Printers’ Ink Press 
45 Rose Street, New ew York. 


ACCOUNTANTS. 
EEEEEEEEEEEEEEEFEEEEEEEEEKKEEEEEE 


Sacre 


E ARE UIPPED WITH 
every facility for auto 
records, from the yg FO the 


nt of our business has b been 
tized. 


P We know we can pi 
effective results for you. 


Write for Booklet. 
EVERETT AUDIT COMPANY, 








EEEEEEEEEEEEEEEEFEENEEEEEEEEFEEE 


——_<~+o>———. 
ADVERTISEMENT CONSTRUCTORS. 


RED W. KENNEDY, 171 Washington St., Chi- 
cago, writes advertising—your way—his way. 
OT an artist. but will furnish original ideas to 
ad. W.D. FAULKNER, 183 Halsey 
8ti Brooklyn. 

ee FERRI: his (F) mark 

Advertsing Writer and Adviser. 

Drexel Building, F Philadelphia. 


ADVERTISEMENTS and cx and =. =e daily. 
tailers bankers should use the best, 
Moderate prices. AKT TEAGUE. New York. 


l IMPORTANT IF TRUE. 
There is but one class of men on earth that 
ever can edvartine "profitably—only one class ; 


enene: St Sirs rm 


There is a time in ae year when even they 
coals not advertise 
g omy cel any one in one intepeaies. what there 


is ‘et of tl ' oa write me 

on their bk ay pant finted letter ings, but [ 
cobrenaa promise that postal cards hot be 
noticed by 


FRANCIS I. MAULE, 
Commercial Literature, 
No. 999. 402 Sansom Street, !I’hiladelphia. 


PRINTERS’ INK. 





I AM A SPECIALIST IN ADVERTISING BY 
MAIL. 


I don’t know how to cure mennigitis, paint 
billboards or build street cars, but I do know 
how to prepare effective mail advertising that 
hits the mark—and hits it mighty hard! 

My work embraces facsimile letters that can't 
be detected from the genuine, novel folders and 
catchy mailing cards in bright colors. 

My prices aren’t as stiff as you would naturally 
nfer from the quality of work 1 produce. 

Write me on your business stationery. I'll 
gladly send you a batch of samples, and outline 
an inexpensive proposition that will bring new 
names to your ledger at minimum cost, and 





prove the effectiveness of my methods. 

No trouble for you to request samples and quo- 
tations—no trouble for me to send them. 

My proposition is worth asking for; get it. 


F. R. SWITZER, 
Successful Mail Advertising, 


117 Genesee Street, - - Utica, N. Y. 
G45 ADVERTISING. 
I am furnishing the 
Suburban Gas Company of Philadelphia a series 
of one hundred ads—each ad consisting solely 
of one or two short, pithy, epigrammatic sen- 
tences, turning on some advantage in the use of 
gas for fuel, heat, light or power. This company 
is using these ads in four-inch double column 
space, sct in 12-point roman, without heading or 
firm name, and with plenty of white space. Copy 
is changed daily and the series is attracting 
much i The pany writes me this 
week as follows : 





L. G. QUACKENBUSH. 
e Oneida. N. ?. 


Dear Sir: : , 
clippings of ‘ods wed wen week. I 
7, roa eereene -4 
en - - ane the best fhe have ever soun-t0 
a 
SUBURBAN GAS CO. OF PHILADELPHIA 
Per J. M. CALLANAN. 

To any Gas Company official who will write 
me I shall be pleased to send a selection of sam- 
ple ads from this series, and to quote terms for 
similar work. Let me add that many advertis- 
ers in other lines, whose propositions are such 
as to be best exploited in terse, graphic terms 
rather than long, prolix paragraphs, would 
doubtl be i d in samples from this 
series, their tone and style being easily adapted 
to other lines. I should be pleased to submit 
samples and talk terms with any advertiser re- 
quiring work of a similar natare. 

LOUIS G. QUACKENBUSH, 
Oneida, N. ¥ 





French-Bennett Bldg. 








— 
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Soe ee 











"3 MY BUSINESS to build ads. that build your 
I business. The sure kind are my kind. Write « 
(on letterhead) for reasonable terms,eu. M.L. 
LOWENTHAL, 617 Main 8t., Buffalo, N. ¥. 

R IDEAS. c 
$1,000 ee write a good ad in prose 
Can you make ° 





oO 
Sketch! Weare foi to pay $1,000 cash 
the Morgan a 8 ng, Agency, Chicego, I i. ta 

‘or best 

monthly Jend for information. i:13 
Huriona Cc CO., AV 142-148 W. Medison Street, 
Chicago, Il. 
YVVYVYVYVVVVVVY 7 V VVVVVVVVVVVVVV 


ed 


yor & COMPANY 
MAKE MANY a “Vv” 
FOR 
AND SAVE YOU 
y A “yo 
ON “YOUR ADVERTISING.” 
VOORHEES & COMPANY 
write and design ameneuve and 


convinci newspaper ani 
tine advertisemente, booklotaf ad. 


“Our a is of the s highest gate. 
We would |. AK lemonstrate to 


<<<<<4<<a<4 


ddaddaaca 


our  wtiroemead ray”—and other 


VOORHEES & cosrary, 
Special in “Your vertising, 
Morton Bldg., New York City. 


dddiddddiddiddidididdiddiddddddddd 
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Ate 
anes 


7 ADVERTISEMENT CONSTR UCTOR 
(Amateur 


er). 

FOR THE BEST ADVERTISEMENT, 
FOR THE SECO: 

EACH FOR THE NEXT FOUR IN MERIT. 


For the purpose of encouragi amateur a 

vertisomentt con nstructors, as well invit the 

aid of the masters xt in mn, the Ripans 
Com: within the next twelve 


Chemical pany wi 
months, pay ten do lars — for fifty-two adver- 
tisements submitted hem that they think 


effective 
its that have been submitted. 


ssn for twelve years. 
ant Lsdisies wrens  laraoly advertiood — 
aL Spc ST area 
Sees sees 


bousand testimonials of the efficacy 


Fourteen 
of Ripans Tabules. asa d have 
been received at office of ar Ke enas ani 


Company in twelve months. 


Ahundred million Ripans Tabules have been 
rehased at drug stores in the United States in 


Every d re in America sells Ripans 
les, and can — a names and addresses of 
persons who have been benefited by their use. 
peaterviows with such persons furnish the 
best material for effective a 4 = 
— Tabules. Each case has what see 
points, but when age to the pu public in in 
an advertisement thousands of others 
froviesly like it 7 had thought themeelves 
only ones who suffered in t way. 
=~ Aina ng) cures $ relieves ome ma Sees a boon 
er person ing under sim: 
Sitions? The alvertising value of individual 
cases can hardly be overestimated. 


Address all Gommantcations t ee 
CHAS. H. THAYE 
THE ki _—s 


‘CHEMICAL COMPANY, 
0 Spruce St., New York: 


PRINTERS’ INK. 








63 


EB-—-EB—EB—EB—EB—EB—EB—EB—EB—EB 
EB—EB—EB—EB—EB—EB—EB—EB—EB—EB 


EB—EB—EB—EB—EB—EB—EB—EB—EB—EB 


N every large business there a 
liar trade conditions which 
require close and constant study 
in order to make the ad 
most effective. 

More skill is required in plan- 
ping, and Me my "7 ~o advertis- 
an 


manufacture 
ditterent 
What 


nm is required 
to cover those fivids most effective- 
ly and economically! 


What are the best methods? 


How shall the sales and adver- 
tising departments be made to co- 
ordinate! 


How shall consumers be reached 
through dealers, if the time or con- 
ditions are not favorable for an 
extensive foros or 


amy ty 4 but a few of the prob- 
that begin to loom up SS oy 
you begin to consider the q' 


But the service 
is what we itike best by oe 
because 
that this 
ourselves and to our cliente! 


tin’ rk 
ol rote Siaaaear es 
best results. 


We would like to correspond 
— manufacturers, w 


and large retailers who are look- 
ing for such service. 


We have some interesting li 
on the subject, which will 
be cont 08 on request. 
EDMUND BARTLETT, 


PLANS AND HIGH-GRADE LIT- 
ERATURE FOR ADVERTISERS, 


150 Nassau St., New York. 
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THE TRUTH. 


Deal with your customers as you like 
@o be dealt with, when you are buyin 
your family shoes and clothes. An 
seek others—those not your customers— 
as_you like to be sought yourself. 

eal with your employees as you 
would like to have your son or daughter 
dealt with. 

At the same time, do not for a mo- 
ment forget your own future; provide 
for it as you are willing to have your 
tailor and shoemaker do for theirs. 

_ Remember, your neighbors are better 
judges of what they eat than you are of 
what they wear. So, if virtue does not 
~~ | you, let prudence do it. If virtue 
and prudence fail, there’s money in it— 


it fy 

nd so we come around to the oft- 
forgotten maxim: “Honesty is the best 
policy.” It is not only the truth; it is 
wisdom, comfort, enjoyment, success 
and happiness. Let us adopt it and 
carry it out in evcry small detail of our 
business. 

It is common to speak of “the truth” 
with respect, to worship it Sundays, and 
then in business to forget all about it, 
and say what serves our purpose. 

Don‘t, don’t lie; don’t lie at all; no 
matter what the emergency, don’t; don’t 
begin; don’t even approach it; see it 
far off and keep clear entirely. 

The sharpest insult one can offer a 
man, short of a slap in the face, is to 
call him a liar. This shows the essen- 
tial baseness of lying. And yet there 
is nothing more firmly established in 
business.” — 

Ninety-nine in a hundred of business 
men, of high degree (God save the 
mark!) as well as of low degree, are 
habitual liars in business; apologize for 
it in business; defend it in business; 
ony. lying is necessary in business. 

he worst of it is we don’t despise 
it; we only pretend to; it makes us 
hypocrites—worse than liars. 

Je almost all are liars and h 
erites—only in business—and think it 
mo shame. It is not an insult to call 
us liars and Raporsteee—te a percentage, 
99 to 100—in business. We freely con- 
fess it among ourselves when we say 
we can’t do business without it. 

It isn’t necessary; it is convenient, 
handy; saves thinking; is tempting; but 
isn’t necessary. It is very embarrassing 
when one gets caught at it. It is not 
forgotten for a long time. One loses 
his lead; and his lead is almost all of 
@ tradesman’s power to trade.—John E. 
Powers. 

—__ ++ 

“Hints and Helps to Investors” is a 
convincing booklet that tells interesting 
things about securities, real estate and 
other forms of investment, sent out by 
A. N. Chandler & Co., investment se- 
curities, Philadelphia. 


—_ 





“Tue Administration of Estates” is 
a new booklet from the Equitable Trust 
Company, New York, describing a trust 
company’s services in this canacity and 
giving cost of such service. It is hand- 
somely printed. 


—_ ++ —__—_ 
Prices form the hasis of an effective 
folder from C. E. Hunt & Co., grocers, 
Dallas, Texas, 
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THE catalogue of power presses for 
working sheet metals, made by the FE, 
W, Bliss Company, Brooklyn, is also 
a treatise on their parts and uses. The 

k is handsomely printed, and has 
been made with a_ view to distribution 
at the company’s St. Louis exhibit, 





Displayed Advertisements, 


20 cents a line; $40 a page; 25 per cent extra 
Sor specified position—if granted, 
Must be handed in one week in advance 








One thousand sheets of Clark’s Royal 
Manifold Parchment, 8%x11 inches, for 
$1.00, express charges prepaid to an 
address in the United States, Clark 
Zugalla, 100 Gold Street, New York 
Samples free.—Adv. 








“GOOD PRINTING--CHEAP” 


I do it at Reasonable Prices and 
Promptly. Let me figure on your next 
order, I only turn out first-class work, 
Satisfaction guaranteed. $1.25 for 
either 1,000 Envelopes or Rote 
Heads. We also do Ad-Setting . . 


Ed. De Longe, 406 Gerald Bldg. Chicago 




















HANO 


Modern Manifolding 
Business System for 
Avoiding Disputes 
with Customers 


PHILIP HANO @ CO. 
806 to 814 Greenwich St. 





In the best up-to-date busi- 
ness houses it has become the 
custom to take out life insurance 
on each partner, payable to 
firm, and charging same to ex- 
pense account. 

This is a very good protec: 
tion to the safety of the firm, 
as should one of the partners 
die, cash is immediately avail- 
able to replace amount drawn 
by estate of deceased partner. 

Besides this, it is a bank 
account on which firm can draw 
without notice after a certain 
period. 

For full particulars write to- 
day to 

J. S. ATKINSON, 
52 William St., New York, 
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ADS THAT 5 Se oO ge Many busy men desire life 


Something different from anything else. |insurance for protection of 
Written by - J. PIKE, Newton, Maas. Z 
——_—_ ———— | loved ones and selves, but dis- 
“ft WRITE “SE like being nagged and annoyed 
GOOD ADS ” respondence ana by indiscreet agents. 

Ed. DeLonge, Gerald Building, Chicago. If you wish best insurance 




















. propositions submitted without 
The Original PEOPLE’S COMPANION having your valuable time in- 








Always :. paying ae Mail order H ° 
men, send atrial ad. It will speak for fringed upon, write to-day, 


itself. a rates: 5 cents per line, 50 cents stating date of birth, to 
r inc 


EDWIN DE LONGE, Publisher, J. S. ATKINSON, 
nto neds ae 52 William St., New York. 











606 GERALD BLDG., CHICAGO. 

















HE AUTOMATIC 
TIME STAMP 


jally made for and adopted by 
the U.S. Treasury Department. 


For Newspaper Offices, 
Printers and Advertisers 
“ Write for circulars and prices to 

For the purpose of THE AUTOMATIC TIME STAMP CO., 
reaching the intelligent Originators of Time Printing Machines. 


and well-to-do people of 160-162 Congress St., Boston, [ass. 
Milwaukee I would put 
the Evening Wisconsin 
first,’’ said Mr. J. Simon, 
Manager of the Boston 
Store. He also said: «I 
would give more for 25,« 
000 circulation of the 
Evening Wisconsin kind 
than a hundred thousand 
of the other kind.’’ Mr. 
Simon spends $10,000 
a year in the Evening Wis- 
consin. 


The Evening 
Wisconsin @©® 


Print the 
exact hour and 
minute, date, 
name of firm, 
etc., on all or- 
ders, proofs, 
incoming 
mail, etc., and 
have a record 
which is au- 
thoritative and 
indisputable. 

Most con- 
venient method 
of checking 
employees’ 
time, or time 
spent on jobs. 



























ROWELL’S 


American Newspaper Directory 


For 1904 
THIRTY-SIXTH YEAR-—-IS NOW READY FOR DELIVERY. 
Price $10 net cash. 


Checks may be made payable to 
Chas. J. Zingg, Business Manager Printers’ Ink, 10 Spruce St., New York. 
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NORTH 


EAST and WEST 


SOUTH 
From Eight Rich Fields 


You can get the busi 
ness of supplying the 
wants of good people in 


Over 1,100,000 
‘Religious Homes 
if you advertise in these 


22 


Shall we tell you of 
them separately? 


We Shall Be Pleased To Hear From You. 29 


THE RELIGIOUS PRESS ASSOCIATION, 
901-902 Witherspoon Bldg., Philad’a, Pa. 








USINESS 
RINGERS 





























Daily 
Newspaper 
Investigations 


Quantity and Quality 
of Circulations Ascer- 
tained and Reported. 


In Printers’ Ink, beginning with the 
issue of April 6, 1904, was commenced a series 
of investigations and reports of newspaper 
conditions in towns where daily newspapers are 
published, There are more than a thousand 
such towns and more than twenty-four hundred 
daily papers. To deal with all, within a twelve- 
month, would require a corps of investigators 
and the publication of not less than fifty pages 
of reports weekly. This would involve a 
greater expense than would be warranted un- 
less the service appeals, in some large way, to 
a considerable number of general advertisers 
and those leading papers most likely to be 
benefited by having their foremost position 





Sap 
ak gor sTERN 
aah] «tia ine WE MONTHLY 
-s © POINTS THE WAY 
TO SUCCESS IN ADVERTISING 
AND MAIL ORDER BUSINESS 


THE WESTERN MONTHLY i 
| of Cer information 





pointers about advertising f 
and better methods of dota t 
with money-making matter aa 
beginner or veteran over the 
in the Mail-Order business. 


Best Advertising School of All 


THE WESTERN MONTHLY is pend with 
terest by people who direct the b t 
Mail- —— en rises in the countr. 
on than any other Post 
of its “class. Helps make a S 
7 ieee by telling how o 


di 
A DIME will bring THE WESTERN MONTHL’ 
to your —— for dl pon Bid be 
glad to pay the regu sul on ce 
afterwards. Send the dime to-day before 
you forget. 
THE WESTERN MONTHLY, 
616 GRAND AVE., KANSAS CITY, MO. 











recognized and announced, 

Every one interested in general advertising 
has found himself embarrassed by the difficulty 
of understanding newspaper conditions at a 
distant point, and reports from an agent on the 
spot are rarely satisfactory, because almost 
certain to be influenced by local prejudice or 
favoritism. 

If so many as two hundred and fifty persons 
desire the full service—that is, a full report 
upon daily newspaper conditions in all Ameri- 
can towns wherein daily newspapers are issued 
—at a subscription price of one hundred 
dollars to be paid by each sub- 
seriber, one-half in advance and the re- 
mainder upon completion of the work, we 
are inclined to undertake it, agreeing to com- 
plete it within one year from August 1, 1904. 


I am not at present ready to 
receive subscriptions, but desire 
to ascertain if there exists any 
definite, recognized want for the 
work I propose. 

I ask attention to such specimens of 
reports as are found in recent issues 


of PRINTERS’ INK, and invite core 
respondence on the subject. 


Address CHARLES J. ZINGG, 


Business Manager Printers’ INK, 


10 Spruce St., New York. 




















PRINTERS’ INK. 


67 














BAIRD WINDOW CLOCKS 


* The only reliable 
window clocks ever 
offered for sale. 
The method of 
hanging is a new 
invention and 
makes it possible to 
use fine pendulum 
movements. 

A Window Clock 
attracts attention. 
We make single 
) clocks with or with- 
out advertising 
matter and will 
quote prices for 


ot thou- 

sands, 
i §©=—- Write for circular 
and prices. 


BAIRD MANUFACTURING CO., 20 Michigan St., Chicago. 




















| Our Automatic Addressing Machine 


SEND FOR CIRCULAKS 
WALLACE @ CO., 
29 MURRAY ST., 
NEW YORK. 





PONTIAC BLDG., 
CHICAGO. 

















WALLACE 
ADDRESSING MACHINES 
NO TYPE USED. 


USED BY 
Printers’ Ink, New York. 
Butterick Pub. Co., New York. 
Ge oe pon ha Lt * Ne York. 
Yosmo; an ine, New Yor 
C. E. Elis Co., New Y York. 
A. D. Porter Co., New York. 
McCal ork. 


Zoaineee, Pub. Co., Chicago. 
Popular Mechanics Chicago. 
Comfort, Augusta, We. 





In, Neb. 
Family Pub. Co., Milwaukee, Wis. 
and many others. 


WE OWN AND CONTROL ALL PATENTS 


Covering the device which cleanses 
the stencil ae after the 
imprint is made, This is the vital 
point in stencil addressing and ab- 
solutely necessary to insure con- 
tinued clean, clear copy from the 
stencil during its lifetime. 


Addressing at Low Rates. 
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FROM THE PRESS ROOM 


Orrick oF THE “Sun.” 
MipD.eviL_E, Mich., May 73, 1904. 
Printers Ink Jonson, New York, N. Y.; 


Dear Sir—I am delegated to answer yours of the roth inst., regarding 
inks purchased of you some time since. Although I have heard them ‘‘back- 
capped ’’ around the country considerable, was agreeably surprised to find them 
very satisfactory. Have been using all kinds of inks for 20 years, and none 


have proved more satisfactory. E. B. Mattsson, Pressman-Printer, 

The press-room employees never say a word 
against me, as they know I don’t pretend to be a 
“know it all.” When a complaint reaches me I 
never flare up and accuse the workman of not know- 
ing his business, or induce the boss to put my inks in 
another man’s package. I simply exchange the 
goods or refund the money, whichever is preferable 
to the purchaser. By this means I have secured the 
friendship of every man who has used my inks, and 
when they change positions their new employers 
generally try me on the mechanic’s recommendation, 
Send for my price list. Address 


Printers Ink Jonson, 


17 Spruce Street, New York. 


































& = Hangers, Posters 
=z _— and Color Work. 





Aaa 


We want to hear from every manufacturer or merchant who 
is in the market for posters, hangers, calendars and every other 
form of color work. 

We have perfected the most thorough and elaborate arrange- 
ments for handling this class of work in all its various branches, 
and are in a position to give the highest form of artistic origin- 
ality and excellence, combined with mechanical perfection. 

We are in a position to produce results which have hitherto 
been either prohibitive in price or exceedingly difficult to obtain. 

If you want a calendar that will not be a stock design, used 
everywhere for all sorts of purposes, we can interest you. 

Write for information and prices on anything in this line 
you may think of using. 


THE GEORGE ETHRIDGE COMPANY, 


No. 33 Union Square, New York City. 



























BY GEORGE ETHRIDGE, 


READERS OF PRINTERS’ 


It seems to be the fashion nowadays 
to invent substitutes for coffee, al- 
though there are many who see no 
good reason why anything should be 
substituted for coffee. 

Figprune, as advertised in the re- 
production marked No. 1, is composed 
of the fruits and grains of California. 
According to the caption, “ There’s 
health in every cup,” but according to 
the picture the seeds of disease and 
death might be presumed to lurk in 
the miasmatic vapors that arise from 


THE CUP OP LIFE IS THE CUP THAT CONTAINS 


FIGPRUNE CEREAL 


of the wonderful fruits 


Coffee . composed 
sunies <1 Caltfornio—se pur coat. of gs and presses 


all their sourishing, invigo- 


» To Rod 
and giving properties retained, 
It At 


Ihe does not 

Eockits of the fameus Santa Clara Valley. 
FIGPRUNE CEREAL Co. 
282 Market St. <<< Sen Jose, Cal, 


Tepoeition 








No.| 
the uninviting cup. The method of 
treatment is anything but inspiring. 

It is certainly a mistake to make an 
illustration of an article that is to be 
eaten or drunk which presents the ap- 
pearance of this advertisement. Not 
only is the design complicated and 
muddled up, but it is far from suggest- 
ing the qualities of a food or drink 
which would appeal to the fastidious 
or the health seeker. 

In No. 2 we have a clean-cut and 
inviting design which gives us a picture 
that is certainly not unpleasant to look 
upon. The young woman in the out- 
line of the cup is certainly suggestive 
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COMMERCIAL ART CRITICISM 


INK WILL RECEIVE. 
CRITICISM OF COMMERCIAL ART MATTER SENT TO MR ETHRIDGE. 


33 UNION SQUARE, N.Y. 


FREE OF CHARGES 


of health and other qualities of an 
inviting nature. 
* * * 

This advertisement of the Cadillac 
automobile occupied a half page in the 
current magazines and immediately 
claimed attention on account of the 
diagram showing the different grades 
which various means of transportation 
can climb. 

The picture shows that a locomotive 
can climb a 10 per cent grade; a trolley 





No.2 


car a 15 per cent grade; a bicycle a 20 
per cent grade; a horse with a light 
carriage a 25 per cent grade, and the 
Cadiilac a 45 per cent grade. 

This is not only interesting, but im- 
portant as showing the hill climbing 
ability of the Cadillac, and, while there 
may be other machines that can do 
the same trick, none of them has ad- 
vertised the fact in this way before. 

This is a good advertisement in a 
great many respects, although the 
limited space devoted to the half-tone 
picture of the automobile cannot be 
expected to show the details of con- 
struction or the differences between 












7° 


this car and others. Perhaps it does 
show them to the manufacturers, but 
to the ordinary citizen it is simply a 
little picture of an automobile which 
suffers from the lack of space devoted 
to it. 

It would certainly have been just as 
well to leave the half-tone out. The 


The Car of 
































advertisement would have looked 
better and nothing would have been 
lost. 

All of the automobile advertisers 
seem to think it is essential to intro- 
duce the picture of a machine, even 
though it be no bigger than a thumb 
nail. Just why they think so is not clear. 

* * * 

The advertisements of Higgins & 

Seiter are almost invariably good, as 


MIGGINS & SEITER 


In pe AMA, ATED | 

x8 Ves VANE N\) y i For 

wie aw $5.00 

ae Ss OI 

Cut-Glass 

Comport or 
Bon-Bon 

Dish 


Ulustrating our way 
oe doing things. 


‘ 
at) 


Soran vicsare camshogee 
utifu ure catalogue 
No. 14 H, of more than a 
thousand articles sui 

for presents, 


‘54 teas than cleewbere.” 





‘Buy China and Glass Right.” 


they are at once dignified, interesting 
and well displayed. 

The one shown here is, however, 
somewhat of a mistake, as the picture 
of the cut-glass dish does not get a 
chance to show up the way it should. 
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This advertisement occupied 
quarter page in the June magazines, 
and, while a careful inspection of 
the article illustrated shows that it 
is a very handsome piece of glass, the 
black and stippled background, with 
the accompanying curves and orna- 
ments, comes very near putting the 
glass out of business. 

Articles like cut glass and silver 
do not show up well unless they stand 
out against a white background or a» 
tone. Otherwise the detail is lost and 
the attractive points which it is desir 
able to make clear are lost, particu- 
larly when the space used is a small 
one. 

* * * 

As an example of simple, effective 

display this Evans’ Ale advertisement 


T= discriminating Ale drinker 
never feels compelled to ex- 
plain why he has such a decided 
preference for 


TS merit fosters that innate 
appreciation and confidence 
which so impressively denotes . 
conviction and permits of no 
room for doubt. 
Every bottle presents the mott Convincing argument. 
Anywhere. 








C. H. EVANS & SONS. Established 1786 
Brewery and Bottling Works, Hudson, N. Y. 





is good. The peculiar style of letter- 
ing attracts attention. There is noth- 
ing particularly artistic or clever about 
it, but it is different, and a thing that 
is different is always sure to be seen. 

Individuality should not run to the 
ridiculous, and the lettering in this 
ad does not cross the border line. The 
display is distinctly good, and the 
wording of the advertisement is at- 
tractive. 

The only thing which is open to ad- 
verse criticism is the little bottle down 
in the lower right-hand corner. There 
is no particular reason why the bottle 
should be there. The advertisement 
would have looked better without it, 
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THE BOSTON HERALD 


THE NEWSPAPER OF NEW ENGLAND 


THE BOSTON HERALD 
we 


ITS CIRCULATION COMBINES 


Character and Volume 


IT CANNOT BE DUPLICATED 


w 
THE BOSTON HERALD 


THE REPRESENTATIVE OF BOSTON 


THE BOSTON HERALD 
w 


ITS ADVERTISING RATES ARE 


Flat witbout Deviation 


NOT CHEAP, BUT PROFITABLE 


# 


THE BOSTON HERALD 


INDISPENSABLE TO ADVERTISERS 


THE BOSTON HERALD 
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NOTES. 


A SOMEWHAT jocose folder in the Fra 
Elbertus vein is sent out to call atten- 
tion to the directory of the Kappa Sigma 
fraternity published by George Vaughan, 
Lockesburg, Ark. 


Corry Co-ops is a periodical issued in 
the interests of the Corry, Pa., Co- 
operative Association, While small and 
printed inexpensively, it contains plenty 
of live grocery offerings, with the ever 
potent price. 


Sprtnc and summer clothes for men 
and youngsters are shown in a compact 
booklet from Redlick Bros., Bakersfield, 
Cal. Especial attention has been given 
to demonstrating strong construction in 
the garments. 


OnE of the latest ponte of the Aeolian 
Company, New York, describes the Or- 
chestrelle, showing views of the instru- 
ments installed on the yachts and in the 
palaces of royal personages. Like all 
this company’s literature, it is gotten up 
sumptuously. 


Tue Atlantic National Bank of Jack- 
sonville, Fla., sends out a clear, com- 
pact, informing booklet for the enlighten- 
ment of prospective depositors. The 
cover is not as good as the booklet— 
bronze can’t be made to stand out on 
white paper. 





“Just a Little Jogger” is a_ vest- 
pocket booklet from the Barrett Hard- 
ware Co., Joliet, Ill., listing the several! 
hundred-odd hardware ttrifles needed 
about a home. Prices complete the gen- 
eral tone of sugestiveness. 





A wINNING booklet for Cravenette 
rainproof garments, from Heidelberg, 
Wolff & Co., 644 Broadway, New York, 
is composed chiefly of wash drawings 
illustrating the places and times a 
Cravenette may be worn, as coaching, 
yachting, sports, business wear, etc. 

A sertes of excellent folders sent to 
retailers by S. B. B Fleisher, 
Philadelphia, calls attention to the gen- 
eral advertising of Fleisher’s | Yarns, 
running in the principal women’s maga- 
zines, as well as in foreign-language 
newspapers and certain English dailies. 





TurREE commendable booklets come 
from the United States Trust Com- 
Louisville. They are entitled 

Trust Company,” ‘Looking 

and “Depositing Money by 
Mail,” and, while containing more or 
less familiar information, they are com- 
plete and attractive. 

Tue excellent folder advertising of 
the City of Hamilton, Canada, described 
some time ago in Printers’ INK, is now 
supplemented with a fine handbook of 
that city for visitors, published by the 
assessment commissioner’s department. 
It is interesting, handsomely printed, 
and has none of the “give-away” char- 
acteristics so inseperable from free 
guidebooks, 
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is a small 
folder from the Enterprise and Daily 


“Tue Country Paper” 


Light, Waxahachie, Texas, giving facts 
about the two papers by way of in- 
teresting readers and local advertisers, 


Maps of the World’s Fair are plenti- 
ful these days. One small enough for 
the vest pocket, yet complete as to de- 
tail, is issued for distribution at the 
exhibit of the Michigan Stove Company, 
whose home offices are in Detroit. 

“Pure Goin” is a catalogue of den- 
tists’ fillings, containing technical papers 
by well-known practitioners in addition 
to the regulation matter of a price-list. 
It is sent out by the Consolidated Den- 
tal Mfg. Co., 130 Washington Place, 
New York. 





“AupITING and Cost Accounting” is 
an interesting booklet on business sys- 
tems, appraisement, examinations and 
other work undertaken by expert ac- 
countants and bag se wei It is is- 
sued by the J. Lee Nicholson Co., certi- 
fied public accountants, 320 Broadway, 
New York. 


A HANDSOME young woman with an 
excellent development of the motor face 
adorns the cover of an auto supply cata- 
logue published by the Post & Lester 
Co., Hartford, Conn. Outward attrac- 
tiveness is, in this case, an indication of 
a meaty catalogue, comprehensive and 
cleverly arranged. 





THE summer trips and summer resorts 
of the Pacific Northwest are exhaustively 
described in the latest booklet of the 
Oregon Railroad & Navigation Co., Port- 
land, Ore. The title of the brochure is 
“Restful Recreation Resorts,” and it is 
thoroughly creditable to Rinaldo M. 
Hall, the company’s advertising agent. 





A FIFTH edition of the Great Northern 
Railway’s valuable book, “Business 
Openings,” is published from the St. 
Paul office. It describes hundreds of 
opportunities for merchandising and 
manufacturing in Minnesota, Iowa, 
Idaho, Montana and British Columbia. 


Tue Burlington’s latest booklet on 
Colorado is a worthy successor to form- 
er brochures of this character. No ex- 
pense is spared in making these book- 
lets complete in information, while from 
the standpoint of illustrations and letter- 
press they’ are well nigh perfect. This 
example bears the imprint of Rogers & 
Company, printers, Chicago. 

A coMPLETE set of printed matter used 
sromote an athletic carnival of the 
M. C. A. at Marion, Ohio, shows a 

well-considered plan for reaching sur- 

rounding towns and various classes in 

Marion itself. In one place where there 

was no convenient train, advertising was 

employed to secure patrons for a special. 

During the three nights of the carnival 

seats were at a premium, people coming 

from considerable distances. The print- 
ed matter was crude in some cases, but 
carried a definite message, and the cam- 
paign on the whole was admirable, 
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The Convictions of 
A Successful Agency 


od 


WE believe that to be of service in marketing an article, we 
must have an absolute faith in its merit and quality—a 
faith that would enable us to personally recommend it to an intimate 
friend. 


5 eptress this faith, we believe in the power of an enthusiasm 
which makes advertising copy glow with sincere conviction— 
an enthusiasm which “cold type” cannot chill. 


— enthusiasm, we believe, must be added practical business 
judgment, for, in the final analysis, good advertising is merely 
successful long-distance salesmanship. 


as 


ws a rational faith in a good article, we believe that enthu- 
siasm and good business judgment will move mountains of 
public indifference with the lever of printer’s ink. It is our business 
to see that our preparation of copy and selection of mediums make 
the strongest possible lever. 
ws 


y= public interest in the goods has been successfully 
aroused, we believe that our services do not end with the 
mere buying of space and preparing of copy, but should cover every 
phase of business building. 


E believe that, while there are, doubtless, general theories of 

advertising, there is no patent ready-made scheme which can 

be successfully adjusted to meet differing conditions—that each 
campaign must have a distinct personality of appeal. 


od 


WE believe that we give better service to our clients because we 

have’ no favorite mediums to feed, nor do we publish a 
directory. In plainer words, we have no job-lot space in publications 
which we are obliged to work off on our customers. 


od 


WE believe that our most eloquent testimonial is the list of our 
clients; that we can safely stand on our past and present 
work for them. w 


WE believe any advertiser would be justified in writing us fully 
regarding his future plans. 


2 


WE know we can be of service in marketing any honest product. 


Frank Presbrey Company 
Advertising 


Three West Twenty-ninth Street New York City 
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SCOTT & BOWNE NEWS- 
PAPER CONTRACTS. 

New York, May 18, 1904. 
Editor of Printers’ INK: 

Our attention has been called to two 
articles that have appeared in one of the 
so-called journals ot advertising in 
which our method of securing circulation 
statements is assailed and an attempt 
made to criticise it. 

It is, perhaps, needless at this late date 
to defend our methods in advertising 
matters or to refer to our manner ot 
settling all accounts when due. If it 
were not for the fact that these articles 
impugn our motives and indirectly affect 
the whole principle of circulation value 
it would be as well to let them go before 
the few readers reached by the pubiica- 
tion in question. 

Our contracts are based upon a num- 
ber of conditions, among them being cir- 
culation. The publisher who secures our 
contract on ten thousand circulation a 
day is asked to prove that circulation at 
the end of the contract for the time our 
business has been running. If the show- 
ing is less, a pro rata reduction is made 
in the contract price. In other words, 
we pay for just what we get. More- 
over, we ask that the information be 
furnished in the manner in which we 
want it. We have seen circulation state- 
ments of numerous kinds and have come 
across some picturesque examples of 
how reports can be garbled. 

The dirty imputation that the system 
is used more to evade the payment of 
bills than to secure information can be 
refuted by every publisher with whom 
this firm has dealt. No paper enters 
into a contract with us blindly or with- 
out full knowledge of what our contract 
calls for. The exacting of a circulation 
statement along the lines of our printed 
forms is as much a part of the order 
as the clause relative to position. Every 
publisher realizes this, and if he cannot 
live up to the requirements he says so 
and the matter is dropped. There are 
others, however, who, knowing that they 
have no intention of fulfilling the con- 
ditions of the order, sign the contract 
anyway, trusting to their ability to get 
around the matter somehow at the end 
of the season. The information is noth- 
ing more than is available in every well- 
regulated newspaper office—a mere -- 
aration of the paid circulation from the 
unpaid. It is only natural that the 
publisher who gets a contract on ten 
thousand circulation and can prove only 
six thousand should bitterly revile our 
system and denounce it as an injustice. 
We can excuse him, but we have no 
sympathy for the upstart with a hand-out 
publication who works himself into a 
frenzy over something that is none of 
his business and with which he is not 
even remotely connected, who seems to 
be afflicted with a chronic grouch and 
whose mouthings of advertising subjects 
generally are as ill-timed and ridiculous 
as they are devoid of reason. 

Whether our appropriation is large or 
small does not debar us from knowing 
what we are getting for our money. Our 
appropriation is large enough to suit us 
and is sufficient to take in about all the 
papers that are worth having in this 


THE 
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country and abroad. In this connection 
it is worthy to note that the size of an 
ad does not always indicate the prompt- 
ness with which it will be paid a We 
find that despite the great handicaps 
under which we are working, accordin 
to the articles referred to, we are stil 
able to meet our obligations, a point 
which publishers have come to regard as 
more desirable than a large contract and 
no money. Such unimportant facts as 
these, however, do not impress a man 
who is out to misinterpret and put a 
false construction on whatever is brought 
to ‘his attention by some one who could 
not “deliver the goods.” 
Yours truly, 


Bett 1 [Bennt—~ 


NOTES 


Tue “Talisman” series of job type, 
a letter worth the attention of advertis- 
ing men, is shown in a small booklet 
from Barnhart Bros. & Spindler, 
Chicago. 





A unique folder made up of argu- 
ments in letter form, illustrated by semi- 
humorous pictures, is the latest piece of 
literature sent out by the MacCarthy- 
Evans Tailoring Company, St. Louis. 


EveryYTHING for the marksman and 
hunter is shown in the latest catalogue 
of the J. Stevens Arms & Tool Co., 
Chicopee Falls, Mass. The book con- 
sists of 136 pages, and is handsomely 
printed. 





THE engraving department of Barn- 
hart & Swasey, San Francisco, issues a 
handsome booklet with specimens of 
work, and stress is laid upon the firm’s 
facilities for competing with the en- 
graving houses of big Eastern cities. 
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) Exceeding 
2,375,000 Subscribers 


has been the average circulation for the past 


year of the five papers put out by 


The 
Vickery & Hill Publishing Co. 


This represents 


A Commonwealth in Itself 


made up of thrifty, honest people in small 
towns and villages, and on the farms. No 
waste circulation here for the mail-order 
dealer. Every person is a prospective cus- 
tomer. Appeal to them rightly, and your 
returns will be tremendous. 


THE VICKERY 6& HILL LIST 
THE AMERICAN WOMAN 
GOOD STORIES 


Home Office: Augusta, Maine 


E. H. Brown, Boyce Bldg. C. D. Colman, Flat Iron Bldg. 
CHICAGO NEW YORK 


Sworn statement of circulation on file with Geo. P. Rowell & Co. 
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READY-MADE ADVERTISEMENTS. 


Readers of PRINTER: INKare invited to send model advertisements, ideas for window 
curds or circulars, anu any other suggestions for bettering this department. 











Mr. T. A. Hull, adwriter for 
Hull Bros., of Clinton, IIll., sends 
for criticism an _ eight-page-and- 
cover booklet and a form letter an- 
nouncing the change from a credit 
to a cash business, and two large 
circulars quoting the cut prices 
that are made possible by the 
change. The whole scheme is 
carefully conceived and well eéxe- 
cuted. The reasons for the change 
are logical and convincing and are 
stated in a way that ought not to 
offend any customer whose trade is 
worth having. There is too much 
matter in the booklet for repro- 
duction here, though probably not 
too much for a clear statement of 
the case; but the letter outlines the 
conditions that are detailed in the 
booklet and it reads as follows: 


HULL BROTHERS, 
Successors to T. Hull & Sons, 
Groceries, Dry Goods and Notions. 
East Main Street. 


CurnTon, Ill., April 4, 1904. 

Dear FrreND—As you will see by ac- 
companying booklet we are about to 
enact a radical change in our business 
system. This change is not made on the 
impulse of the moment, but only after 
long and careful consideration of the 
question, and the counsel of men mature 
in years and experience. We ask your 
careful perusal and consideration of our 
little booklet: “Credit or Cash? Which 
and Why?” in which we have shown 
some of the reasons why the credit sys- 
tem is a curse alike to merchant and 
prompt paying customers. 

We confess it is not without many re- 
grets that we make this announcement 
to such customers as yourself. Your 
account is one which it ts been a real 
pleasure to carry. We appreciate the 
fact that your ACCOUNT has_been 
worth more to us than your CASH will 
be because our profits have necessarily 
been larger under the credit system. In 
fact it is only the value in which we 
have held such accounts as yours which 
prevented us taking this step long ago. 
But not forgetting this fact we ask you 
to remember also the scores of unworthy 
persons who, taking advantage of the 
credit system, elude the payment of their 
just debts, and render what might other- 
wise be occasionally helpful to the cus- 
tomer—positively harmful to both cus- 
tomer and merchant. 

Did we think that this change would 
mean a severing of our business rela- 
tions, which (on our side at least) have 
proven so pleasant in the past, we should 





indeed feel it keenly. But why should it? 
We shall conduct our business on the 
same straightforward, upright principles 
which have always characterized it; we 
shall carry the same high-grade, depend- 
able merchandise as heretofore; and we 
will be in a position to sell it cheaper 
than ever before. These points we be- 
lieve you will not fail to appreciate, 

We shall be pleased to have you call 
at the store and talk the matter over 
with us personally. Thanking you most 
heartily for your kindiy interest, pat- 
ronage, and loyalty in the past, and 
wishing you renewed success and pros- 
perity in the future whether you take 
kindly to our plan or not. We are 

Very sincerely yours, 
Hutt Bros,, 
Successors to T. Hull & Sons, 

Watch for Hand-bill of prices later. 

The circulars embody a brief 
statement of the change from 
credit to cash, with excellent argu- 
ments; but perhaps the best argu- 
ments are the cut prices, of which 
there is a long list. I presume that 
the Hull Bros., who, by the way, 
are grocers, will send copies of the 
booklet, letter and circulars to 
merchants who contemplate a sim- 
ilar change in methods, and I 
would advise such merchants to 
write for them, not forgetting to 
enclose stamps. 


This is Very Good, but “The Smallest 
Possible Sum of Money” is a Very 
Indefinite Statement and the Price in 
Dollars and Cents Would Have 
Taken Less Space. 


Where We Stand 





The masculine idea of 
furniture is, “Let us be 
comfortable!” 


The feminine idea is, ‘Let 
us make the house pretty.” 

he Paine idea is, ‘Let 
us do both on the smallest 
possible sum of money.” 

Here is comfort, beauty 
and low cost combined. It 
is a deep-seated, high-armed, 
long-roll Rocker that is as 
luxurious as a bed. It has 
a frame inlaid upon a deep 
mahogany finish with a flor- 
al design. 

PAINE FURNITURE CO., 
Rugs Draperies and Furni- 
ture, 

48 Canal Street, 
Boston, Mass. 








a 






















t? 
ne 
es 
ye 


ye 
cr 
e- 


1 
er 
st 
t- 
id 
S- 
ke 


st 
ny 
im 
ve 





— 





A Good Scheme that Will Work 


[This Splendid 





Quality Rather Than Price is the Peg 


To Hang Ice Cream Ads On. 
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For the Rejuvenation of Last Season's Suit. 








Don't Disappoint 
Your Guests 


When you give a dinner 
or a luncheon or a picnic 
party or any social affair 
don’t disappoint your guests 
by serving inferior cream. 

Most people expect Besse’s 
Ice Cream because they 
know it is the standard of 
excellence. 

Besse caters for Wed- 
dings, Parties, Banquets and 
gatherings of all kinds. 

P. & J. BESSE, 
zor Main St., Hartford, Ct. 





Anywhere. 





Refrigerator Free 


On June 30 we will give 
away this splendid Family 
Refrigerator on the follow- 
ing plan: Everybody making 
a cash purchase of one dol- 
lar ($1) or more will re- 
ceive a numbered ticket for 
each dollar’s worth—for in- 
stance, a five-dollar cash 
purchase will entitle the buy- 
er to five tickets, etc. On 
June 30, at 3.30 p. m., at 
our store, all the coupons 
clipped from the tickets will 
be placed in a_ receptacle, 
shaken up, ard some disin- 
terested party will draw one 
out. The holder of _ the 
lucky number drawn will re- 
ceive the refrigerator. Tick- 
ets will be presented with all 
cash purchases until June 
30 next. 

Description of the prem- 
ium: This refrigerator is the 
celebrated “‘Leonard’’ make. 
It is quartered oak, has 
eight walls, insulated with 
mineral wool. It is porce- 
lain lined, has water cooler, 
double front doors and top 
door. Holds 108 Ibs. of ice. 
It is one of the best styles, 
and is fully warranted. Its 
value, $35. 

Take advantage of the re- 
duced prices we are now of- 
fering throughout our store, 
and at the same time secure 
as many chances as possible 
on this fine refrigerator. On 
exhibition in retail depart- 
ment, College street. Ask 
to see it. 

GRAY & DUDLEY HARD- 
WARE CO., 
College St. Market St. 


Most 


“It’s Certainly a 
Sight 


And I really don’t expect 
you to make much out of 
it.” That’s what a man said 
to us the other day when he 
brought in the greasiest, 
dirtiest suit of clothes we’ve 
seen in many a day. But, 
say, he didn’t know what 
we can do. We took the 
suit, thoroughly cleaned it, 
gave it a new collar, pressed 
it into shape, creased the 
trousers; and, well, he didn’t 
know his own suit when he 
came after :t. 

Haven’t you a suit that 
needs a little of the same 
thing? 


JOHN HANSLER, 
40 Monroe St., 
Memphis, Tenn. 











No Matter What's the Matter Call up 78. 





 P: 


alace Livery Barn 
and Live Stock 


Headquarters 


Call up phone 78 if in 
need of livery of any kind. 
If you want your horses 
clipped, send them to the 
barn or call up phone 78. If 
you want to buy a family 
horse, driving horse of any 
kind, or horses or mules for 
farm work, see Snyder at 
Palace barn or call phone 
78. If you want your colts 
broken to drive or work, 
send them to the Palace 
barn. 

Snyder will sell your 
horses and mules. See him. 

If in need of a competent 
veterinary, call Gibbs. Phone 
8. 


78. 
English Fox Terrier Pups 
for sale — Palace Barn. 
Phone 78. 
J. D. SNYDER, Prop., 
Winfield, Kansas. 








“Springy.” 


Beautiful Green Lawns 


are secured by sowing 
our mixture of Lawn Grass 
Seed, which we sell for only 
10 cents a pound. 

We also sell Raw Ground 
Rone, the best fertilizer for 
lawns. 

JOHN W. SEAMAN, 

145-147 S. Main St., 








Nashville, Tenn. 








Washington. 




































































78 
NOTES. 


CoMPLETE bathrooms, as well as bath- 
room and sanitary conveniences, are 
shown in a fine booklet for general dis- 
tribution, issued by the J. L. Mott Iron 
Works, New York. 





A ist of the 207 fires caused in St. 
Louis by coal oil and gasoline last year 
is made the basis of some very effective 
arguments. by the Laclede Fuel Light 
Company, that city. 





Swirt & Company, Chicago, give each 
visitor to their plant at the stockyards a 
factful little booklet containing informa- 
tion about the various departments and 
the magnitude of their business. 





Advertising Wisdom is a new periodi- 
cal for the promotion of the interests of 
the Cramer-Krasselt Co., Milwaukee, and 
takes rank among the best of the pub- 
lications put out for this purpose by 
advertising agencies. 


Two style booklets from Washer Bros., 
Fort Worth, Texas, show clothes for 
men and boys to excellent advantage. 
The contents have been condensed to 
the proper point, and judicious use has 
been made of color in covers and illus- 
trations. 

Tue desk telephone has rendered ob- 
solete the conventional wall ecard for list- 
ing telephone numbers, and that well- 
known advertising novelty is transform- 
ed into a neat desk book, with alpha- 
beticat index, by the Meyer-Rotier 
Printing Co., Milwaukee. 


A HANDSOME sample book of wedding 
invitations and other social stationery 
is sent out by the mail order department 
of the Maverick-Clarke Co., San An- 
tonio, Texas. The specimens are all 
engraved, and the book is costly, but the 
impression it makes must result in 
orders.” 





Tue Caille Plugger is an odd little 
monthly periodical for retail merchants, 
setting forth the manifold beauties and 
sure profits of coin slot machines. It is 
published by the Caille Brothers Com- 
pany, said to be the largest makers of 
these devices in the world. The home 
office is at Detroit. 





A sPECIMEN of the store news cir- 
culars issued at intervals by E. M. 
Austin, Litchfield, Ill., shows the gen- 
eral scheme of the city stores’ news- 
paper pages very intelligently applied to 
the needs of a smaller business. The 
matter is cut up into small stories, well 
told and illustrated, and is thoroughly 
attractive. 


A car card folder from Barren G. 
Collier, controlling Baltimore cars, con- 
trasts this medium with every other 
form of advertising, entirely to the ad- 
vantage of the cars of course. The ar- 
guments look well on paper, but are not 
So convincing as they might be. Better 
dwell on the advantages of your own 
medium and leave the others alone. 


PRINTERS’ INK. 


“Snort Tours from Portland” js 
small folder with suggestive outlines of 
water trips, distributed by the Oregon 
Railroad & Navigation Co., Portland, 
Ore. 





“A Brier History of Lubrication” jg 
a booklet that will interest anybody 
who associates intimately with machin- 
ery. It is sent out by the Keystone 
Lubricating Co., Philadelphia. 





Tue latest circulation statement of the 
News, Fort Wayne, Ind., is printed on 
a tasteful folder, together with an ex- 
position of the publisher’s belief that 
advertisers buying space have a right 
to know what they are getting. 





Blanchard’s Red Book is an interest- 
ing illustrated monthly magazine intend- 
ed to be suggestive to men who prepare 
business literature. It deals with the 
fundamental principles of good print- 
ing, and is published by the Blanchard 
Press, 268 Canal street, New York. 


“Tue Art of Telephoning,” a short 
credo on this subject exemplifying the 
part the telephone plays in the life of 
the great retail store, is sent out in fold- 
er form with the compliments of Waldo 
P. Warren, advertising manager for 
Marshall, Field & Company, Chicago. 


Some of the literature of Lignell’s 
Guaranteed Drug Store, Superior, Wis., 
shows that the proprietor is energetic 


in putting store news into packages and ° 


keeping the people on his country mail- 
ing list informed of leaders. The fold- 
ers are inexpensive, but informing and 
effective. 


“DyreiInc Tuoucuts” is a_ booklet 
from Jules Doux, Utica, N. Y., describ- 
ing the advances made in the art of 
dyeing fabrics, feathers, etc., and con- 
trasting present methods with those of 
the days when the art was regarded as a 
“trade.” The arguments are convincing, 
and the list of articles that may be 
dyed is so complete and suggestive that 
there can hardly be any question of re- 
sults. 


— or 
BUSINESS TERM. 


WMoslre, 


WATERING THE STOCK. 
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Advertising sing Agencies. 
Advertisement ts under this or this head, two lines = yaad 


t ny, 10 cents a line. 
gg br in Une week in advance. 
ALABAMA, 


AZ ADVERTISING CO., Mobile, Alabama, 
Distributing and Outdo Outdoor Advertising. 


CA gy soe 


+ EWHALL CO Califor- 
hg ag 95. ny adverts any- 


water, ings rads. ovtnaboting nie Diane PACE: 


FIC COAST ADVERTISING, 25c. copy; $2 year. 


ARNHART AND SWASEY, 107 New Montgom- 
B ery St., San Francisco —Largest a cy west 


unage al or any part o Pan marae 
nN; can save fo A ad meaney byad ising iu ms = 
paige for ae © illboards, wall 
street cars,distributi ng etc. Can place goods with 
wholesalers and retailers. Knowing Coast condi- 
tions, we can place your advertis’g without waste. 
Write for booklets. 


DISTRICT OF COLUMBIA. 
#4 bg wa a Ae | > 1b patie dailies. 
DARRELL 


DVERTISING AG GENCY, BE Star: Bids. ,Wash., D.C. 


ILLINOIS. 
a W. KENNEDY ADVERTISING AGENCY, 
171 Washington St., Chicago, can place your 
work in any pu lication. Writes advertising. 


OUR ADVERTISERS’ POCKET canoe 

contains the best pullers among dailies, 
weeklies and par. Sent ~~ Ley Evin ER- 
BRADFORD & CO., wepeper = 
Advertising (est. 1885), Bt) ndolph § St, % 


KENTUCKY. 
M. CALDWELL Adv. Ag’cy Louisville, plans, 
e prepares, places adv’ng; newpapers, mags. 


MARYLAND. 
ILBOURNE ADVERTISING AGENCY, Balti- 
i more. Estab. 1876. Newspaper, magazine, 
yutdoor advertising written, planned, placed. 
Don’tspend $1in Md. before getting our estimate. 


MICHIGAN, 
HE SHAW-TORREY CO., LTD., 719-731 Michi~ 
gan Trust Building, Grand Rapids, Michigan. 
ne and newspaper advertising. Fine 
equipment and art department. 


NEW JERSEY. 


AIL order betes «84 specialty. 7 
STANLEY DAY AGE. ¥ AGENCY, Newmarket, N. J. 


NEW 7W YORK. 


Qa" AGENCY, 220 Broadway, N. Y 
Medical journal advertising exclusively. 


AY Gener FRANK & CO., 25 Broad Street, N. Y. 
y SS nee —— Agents. Established 
Chicago, ng, Agente. I Advertis- 

favot all kinds bcm g in every part of the world. 


Go. P ROWELL & CO., 10 Spruce St., New 

\¥ York, have representatives call ing in pet per- 
son upon new: rs and le ng up 
State “7 State and offer advertions the un- 
usual facilities of this service. Schemes for in- 
troducing and selling goods. 


ORTH AMERICAN ADVERTISING COM- 
PANY, 100 William Street, New York. the 
only co-operative a | agency in ex- 
istence. laces advertising in all classes of 
mediums. Affiliated with the American and 
Foreign Trading £2. which handles American 
goods abroad and foreign goods in the home 
market. Communications from ‘<ompoeene jurers 
desiring larger output requ 


ICKS NEWSPAPER 
aDvaeral NG AGENCY. 








en 
WILLIAMS HICKS: " 
One of the agencies in the list published by 
ERS’ INK as “ thoroughly reliable.” Thirty- 
five years’ business enperte nee at the service of 
advertisers who desire to use the leading news- 
papers and magazines. 
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OHIO. 
ae a E, RUNEY, Runey ine Cincin- 
nati, O. Newspaper, Magazin ou t-door 
Advertising. Printing. Designs, Wr 


PENNSYLVANIA. 
FOLEY & HORNBERGER, 
Advertisi: Agen nts, 
1208 Commonwealth Blag., Phila. 
“Less Black and White, and more "Gray Matter.” 


= H. 1. IRELAND ADVERTISING AGENCY, 
Established 1890), 

works with as well as for clients. 

Plans and places advertising in newspapers 
and magazines. 

Creates mail-series of folders and cards to 
reach the trade. 
925 Chestnut Street, Philadelphia, Pa. 





RHODE ISLAND. 
O. F. OSTBY AGENCY, Providence—Bright, 
fe y “ad ideas,” Magazine, news- 
paper ad 
CANADA, 


yo $4.50 we insert 25 words, classified, once in 
best 18 dailies of 15 largest Canadian cities ; 
3 insertions, $12. Send cash with o 
DESBAKATS ADV. ‘AGENCY Lid. lataeet 


A REAL ADVERTISING ABUSE. 

Some newspaper publishers have but 
a slight realization of the actual degree 
of that indecency which they are send- 
ing into the homes of their readers. 
There can be no doubt that readers are 
going to take a decided stand against 
the affront they are offered. It is rather 
surprising that the revolt is not already 
apparent, but it is developing. The clergy 
have been denouncing the news columns 
as sensational and unfit to read, and in 
doing so have quite overlooked the ad- 
vertising columns. The reader of a 
newspaper may overlook such news as 
does not suit his or her taste, but from 
the indecent, glaring, staring advertise- 
ment there is no escape. You open your 
paper and there is the nasty, suggestive 
matter looking you square in the eye. 
Is it right? Is it fair to the women 
readers you boast of including in your 
circulation? Does it not impress an ad- 
vertiser that no women read your -paper 
—and women readers influence an ad- 
vertiser in selecting his medium, you 
know. Does any ad rate, however high, 
justify your sending filth into clean 
homes? Would you countenance it if 
some concern placed literature of such a 
character in your own homes? Certainly 
not. The first action you would take 
would be in the form of a warm edi- 
torial condemning the firm. How beauti- 
fully inconsistent does an attack on in- 
decent literature look in a newspaper 
which each day carries column after col- 
umn of vile advertising! Suppose the 
respectable outdoor publicity men—your 
despised competitors—should accept 
such advertising as is now running in 
many of your papers—what then? How 
the newspaper would clamor for its re- 
moval! One doesn’t see vile advertising 
on many boards; one sees none in the 
streetcars. Why "should it be seen in the 
newspaper, which asumes the role of 
“molder of public opinion?” There is 
absolutely no excuse for the publisher 
who carries indecent or questionable ad- 
vertising in his columns. The plea that 
he needs the money is a very poor ex- 
cuse.—John F. Forbes, in Newspaper- 
om. 
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80 PRINTERS’ INK. 


WHY YOU SHOULD 
at’ SUBSCRIBE TO PRINTERS’ INK! 


PRINTERS’ INK has always been a practical journal of ad- 
vertising. It was the pioneer in this field. It is still the best. 
Its circulation has until now been confined chiefly to men actu- 
ally engaged in advertising, no special effort being made to put 
it into the hands of young men and women in other fields de- 
sirous of studying the subject. 
* * ~ 
Modern advertising has grown to a point where it is 
necessary for PRINTERS’ INK to widen its scope. Wrong im- 
pressions have been created as to the fabulous salaries paid 
advertising men. The profession has been exploited as an easy 
road to wealth+-which it is not. Advertising as a calling is as 
well paid as any other field of business endeavor and offers as 
good opportunities for-advancement. 
eo * * * 
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~~ Printers’ Ing holds out no false ideas and vigorously : 
*, opposés the “ get-ffch-quick ” sentiment. To the business man 
“er woman who will read our journal for a year, week by week, 
fnfelligently and; studiously, it will give a clear, practical insight 
into advertising as it is actually applied to the whole field of | 
business. It wiil tell how bright men plan and manage public- 
ity. It gives tangible experience, aiming to set forth what has 
been accompiished rather than what has been said. 
* * * 


PRINTERS’ INK teaches by example, not only advertising, 
but principles and practice, which are really the foundation of 
advertising. During fifteen years the ‘“ Little Schoolmaster in 
the Art of Advertising” has been the means of increasing the 
earning power of hundreds of business men. The paper has 
grown with advertising and creates methods which its intelligent 
readers turn to account in many ways. 

+ * * 


As a consequence it is to-day at the head of the advertising 
world in this and also in foreign countries, where its sale is in- 
creasing. Its best reference is any advertising man. 

* * * 

Every business man who is in any form interested in adver- 
tising should be a reader of PrinrERs’ Ink, The annual sub- 
scription price is five dollars per year—less than ten cents a 
week. Sample copiestencents. A three months’ trial subscrip- 
tion will be entered upon receipt of one dollar. Published 
every Wednesday. 

Address Business Manager of 


PRINTERS’ INK, 
10 Spruce Street, New York. 








